WU let 18 
MANUFACTURING 
CONFECTIONER 


Pioneer Specialized Publication for Confectionery Manufacturers 


PLANT MANAGEMENT. PRODUCTION METHODS, MATERIALS, EQUIPMENT. PURCHASING, SALES, MERCHANDISING 





Publisher and Editor 
PRUDENCE W. ALLURED 


Associate Editor 
OTTO F. LIST 


Eastern Manager 
WILLIAM C. COPP 


Circulation Manager 
M. KANDLIK 


English Representative 
L. M. WEYBRIDGE 


36 Victoria St. London S.W. ! 
e e@ @ 


SUBSCRIPTION PRICE: ONE YEAR, $3.00 
TWO YEARS, $5.00. PER COPY, 35c 


Entered as Second Class Matter at the Post Office 
at Pontiac, Illinois, under the act of March 3, 1879. 
Copyright, 1940, Prudence W. Allured. 


Vol. XX, No. 8 


August, 1940 


IN THIS ISSUE 


Controlling Warehouse Pests (Part II) 
That Reminds Me 
Candy Trade Participates in Frisco Fair 
The Industry’s Candy Clinic (Summer Packages; Fudge) 
Editorials 
Quality Standards 
Selling Candy Manufacturers 
S.W.C.A. Holds Outstanding Convention 
News of The Supply Trade 
Confectioners’ Briefs 
What About the Re-Sale? Function of Package Insert 
Candy Packaging Clinic 
Credit and Collections (Part II) 
Packaging News 
The Clearing House (Classified Advertising) 
Candy Andy’s Raw Material & Machinery Page 
Candy Andy’s Packaging Page 
Advertisers’ Index 





PUBLISHED MONTHLY ON THE ISTH BY 


THE MANUFACTURING CONFECTIONER PUBLISHING COMPANY 


THE MANUFACTURING CONFECTIONER 


Executive Office 


400 West Madison St. (Daily News Bldg.) 
Chicago, Illinois. Telephone Franklin 6369 


for July, 1940 


- CANDY PACKAGING 
Publication Office: Pontiac, Illinois 


Publishers of 
- THE CONFECTIONERY BUYERS DIRECTORY 


Eastern Office 
(: 71 West 23rd St., New York City, N. Y. 
— Telephone Gramercy 5-5958 


page 5 















ADVERTISING PAGES REROYP? 


la se gy 


CANDY PRODUCTION 
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Check the items for which you are, or will soon be, + the market. and we will see that you are sup- 
plied with complete information about them, or that @ salesman contacts you. 


THE MANUF 
400 W. Madison St., Chicago - - 


ACTURING CONFECTI 


ONER 
71 W. 23rd Street. New York 





Machinery and 
Equipment 
Air 
Conditioning Equipment 
Fans 
Tunnels, Cooling 
Basket Dipping Machines 
Batch 
Rollers 
Warmers 
Beaters 
Cream 
Egg and Gelatine 
Marshmallow 
Whip 
Belting 
Conveyor 
Packing 
Power 
Boards and Trays 
Caramel 
Dipping 
Starch 
Chocolate and Cocoa 
Machinery 
(Specify) 
Coaters 
Conditioner and Cleaner, 
Starch 
Cookers 
Continuous 
Vacuum 
Cutters 
Adjustable Steel Roll 
Continuous 
Depositors 


Furnaces 
Electric 
Gas 
Handroll Machines 
Kettles 
Choc. Melting and Mixing 
Mixing 
Open Fire 
Steam Jacketed 
Tilting 
Mills, Sugar 
Meters, Flow 
Mixers 
Motors 
Moulds 
Aluminum 
Composition 
Metal 
Rubber 
Nut Machinery 
Blanchers 
Crackers 
Roasters 
Pans, Revolving 
Popcorn Poppers 
Pulling Machines 
Pumps 
(Specify Type) 
acks 
Refrigerating Machinery 
Rollers 
(Specify Type) 
Scales 
Platform 
Table 
Slabs, Cooling 
Marble 
Steel 


(Specify Size) 


Steam Traps 

Stick Candy Machines 
Sucker Machines 
Temperature Controls 
Trucks, Hand 

Valves 

X-Ray Equipment 


Raw Materials 


Acids 
(Specify) 
Albumen, Egg 
Butter, Coconut 
Caramel Cream and Paste 
Chemicals 
(Specify) 





Cherries, Dipping 
Coating, Chocolate 
Coconut 
Colors 
(Specify) 
Corn Products 
Starch 
Sugar 
Syrup 
Cream, Fondant 
Fats and Oils 
Flavoring Materials 
Emulsions 
Essential Oils 
True Fruit 
Synthetic Fruit 
Vanilla 


Vanillin 
Fruit Products 
Dipping 
Glace 
Gelatin 
Glaze, Confectioners’ 
Gum Arabic and Tragacanth 
Honey 
Invertase 
Lecithin 
Licorice 
Maple Sugar and Syrup 
Marzipan 
Milk Products 
Dry 
Condensed 
Plastic 
Molasses 
Nuts, Shelled and Unshelled 


~ Oil, Slab 


Pectin 

Starch, Corn 

Sugar 
Beet 
Cane 
Corn 
Invert 
Liquid 
Maple 


Miscellaneous 
Supplies & Services 


Cleaning Materials 
Insecticides 

Paints 

Laboratory Service 
Other 
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CANDY PLANT HOUSEKEEPING 
(A Series ) 


CONTROLLING 
WAREHOUSE PESTS 


By ROBERT I. CLAYTON 


Part Il 


S cacao arrives at the factory, it is infested with 
insects to a greater or less degree depending on the 
quality of the shipment. It is not generally rec- 
ognized, however, that the bags themselves, as distinct 
from the cacao they contain, may harbor stages of in- 
sect life which later may develop wherever the bags may 
be placed. In some factories it may be possible to clean 
the cacao when received and to store the clean cacao in 
sterile bags. If such cleaning is carried out, it should 
be done in a separate room from the bean store. In 
large factories using a considerable quantity of cacao 
it will usually be impossible to clean all beans. However, 
all bags showing signs of infestation should be thorough- 
ly brushed with a stiff bristle or wire brush before stack- 
ing. This treatment will kill large numbers of eggs and 
other stages of insect life by the simple expedient of 
mechanical injury. Where the infestation is severe, the 
cacao should be roasted as soon as possible. Wherever 
possible only sterile (roasted) beans should enter the 
factory proper. 
Empty bags may be sterilized by washing or by hang- 
ing on racks in a hot room having a temperature of 150° 
F. or more. If the latter method is used they should be 
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left for three or four hours, or until they attain a tem- 
perature of at least 140°F. Bags may also be sterilized 
by steaming. Unsterilized bags should not be used in 
other parts of the factory and should not be carried about 
indiscriminately. 

It has been previously mentioned that the bean bags 
should not be stacked in contact with the roof, walls or 
pillars. When the larvae are feeding they tend to migrate 
to new feeding grounds, and when fully fed they tend to 
leave the stacks and climb the walls or pillars seeking 
a suitable crevice in which to pupate. All stacks, par- 
ticularly those badly infested, should therefore be isolated 
and ringed around with grease banding. A suitable 
banding mixture is one part rosin dissolved in one part 
crude castor oil. This should be applied in a continuous 
strip at least 6 inches wide to catch migrating larvae. 
Similar bands of sticky substance may be placed on 
walls and pillars at a height of about 6 feet from the 
floor. In some warehouses V-shaped grooves are cut 
in the floor a few inches from the walls. These hold 
oil or other trap material and replace grease banding. 
Another novel method of catching wandering larvae 
is to fasten to the wall long strips of paper covered 
with adhesive. Strips of corrugated cardboard placed 
with the corrugations vertical, form efficient traps for 
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larvae seeking hiding places for hibernation or pupation. 
Such strips may be take down from time to time and 
burned. 

At least once a year (preferably November to April) 
the roof, walls and pillars should be treated with hot 
limewash. All cracks should be filled in with cement, 
asphalt or other suitable material. Nothing should be 
fixed against the walls, and everything should be easily 
accessible for cleaning. 


Precautions Necessary 
in Summer Months 


In the hot summer months further precautions are 
necessary to destroy the moths which have emerged from 
over-wintering pupae. The moth stage of insect life 
has only one purpose and that is to propagate the 
species. One female moth may lay as many as 250 eggs 
during its short life of about one week. It is therefore 
very advantageous to catch a moth before or during egg- 
laying so that the potential new generation may be de- 
stroyed. The moths themselves do not eat, although they 
sometimes drink, and because of this fact many moths 
may be trapped by the use of liquid bait. 

Even pans of plain water, placed where moths are 
numerous, will cause many deaths by drowning. Pans 
for this purpose should have an inside lip, so as to make 
it as difficult as possible for the moths to escape. Many 
types of liquid attractant have been tried. Probably as 
good a bait as any is cold tea prepared as for drink- 
ing with milk and sugar. Others which have been found 
satisfactory are fermenting fruit juice, nut oil and soap 
solution. Careful supervision is necessary to ensure 
that the trays do not dry up and become ineffective. One 
man should be responsible for emptying and _ filling 
all pans at definite intervals. Dust collected on the sur- 
face of the liquid allows the moths to escape. 

Light traps have never proved very satisfactory for 
the majority of storage pests, and they rarely justify 
the extra expense involved in their installation. Me- 
chanical traps are sometimes used for cockroaches, but 
it is doubtful if they are worth while for other insects. 
Hand-trapping may sometimes be resorted to with ad- 
vantage in the summer months. By the use of long 
poles padded with felt or cloth at the end, many moths 
can be killed while at rest on ceilings and high walls. 
Moths seeking still air in the alleys between stacks can 
be caught on ordinary fly papers, which to be effective, 
should be numerous. 


Effect of Cold 
on Cacao Moth 


Bovingdon has given some interesting details of the 
effects of low-temperature storage on Ephestia elutella 
(the cacao moth) and Ephestia Kiihniella (the Mediter- 
ranean flour moth). FE. elutella showed a lower resis- 
tance to reduced temperatures than E. Kiihniella, and 
although data are given for both insects it will be suf- 
ficient to quote those applying to the more resistant of 
the two. Further, as the eggs were more resistant than 
the larvae, pupae, and adults, only the data referring 
to the eggs need be given. For storage at -3° to-4° C. 
(26.6° to 24.8° F.) two weeks were necessary to insure 
death; at-6° to-7° C. (21.2° to 19.4° F.) 12 days; at-10 
to-l1° C. 14.0° to 12.2° F.) three days; at-15° to-16° 
C. (5.0° to 3.2° F.) 2% days. These figures, however, 
refer to eggs in small glass tubes. For cocoa stored in 
bags, it would be necessary to measure the rate of cool- 
ing of the bags in the cold store. The figures given, 
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however, would indicate that where zero winter tempera- 
tures prevail, a warehouse might be freed of insects by 
leaving the doors open. Presumably at temperatures 
below 0° F. even the eggs would be killed quickly. Knapp, 
however, states that while cold retards development it is 
not possible by its application to destroy the caterpillars 
or eggs. He goes on to say that Lechmere Guppy and 
N. P. Booth (no references given) have shown that 
caterpillars (of Ephestia), which were frozen hard until 
they clinked like a piece of glass, were not dead, and on 
thawing crawled about as before. In spite of these more 
or less conflicting reports it is at least safe to say that 
fewer eggs will hatch out at low temperatures and that 
cold storage of cacao is undoubtedly advantageous. 


Effect of Heat 


It is almost unnecessary to point out that cacao beans, 
almonds, peanuts, etc., are sterile immediately after com- 
ing out of the roasters. The usual roasting time, and 
temperature attained, are sufficient to kill all forms of 
insect life. It is not generally recognized, however, that 
the application of comparatively mild heat for the proper 
time is sufficient to render materials free from live insects. 

Knapp points out that caterpillars (larvae) of Ephestia 
are killed by 20 minutes exposure at the comparatively 
low temperature of 120° F. It is a fairly easy matter 
to raise the air of a cacao or nut store to this temperature 
by means of steam pipes running along the walls. Be- 
fore turning on the steam it is of course, necessary to 
see that all outlets (doors, windows, etc.) from the 
store are carefully closed or plugged up so as to keep 
in the heat. Knapp suggests the possibly more con- 
venient method of using (Stanlock) heaters, which con- 
sist of a coil of steam-heated pipes through which air 
is blown by an electric fan, the same air passing again 
and again over the heated pipes until it reaches the 
desired temperature. 

Provided the temperature of 160° F. is not exceeded 
cacao beans are not adversely affected by heat treatment. 
This also applies to those nuts which are subsequently 
roasted. Lower temperatures should be used with wal- 
nuts, brazil nuts and other materials such as fruits, the 
delicate flavor of which would be impaired by long ex- 
posure to medium temperatures. Brazil nuts, for in- 
stance, develop a pronounced potato-like flavor when 
overheated. 

While it is not difficult to heat the air in a storehouse, 
it is a much more lengthy operation to get the heat to 
penetrate the centre of a stack of beans or nuts. If 
therefore, a warehouse is to be successfully treated it 
will require two or three days continuous heating. 
Underheating will only serve to stimulate the insects to 
greater activity. If the process is properly carried out, 
every moth, larva and egg will be killed. The ideal to 
be aimed at is about 140° F. for 24 hours. Durrant 
has shown that 12 minutes at 156° F. destroys the eggs 
of Ephestia kiihniella, and it has been shown by other 
workers that longer periods at considerably lower tem- 
peratures are equally effective for this and other species. 

Walnuts and some fruits may be heated in a single 
layer in an atmosphere of 130° F. sufficiently long to 
attain this temperature, as shown by a thermometer with 
its bulb embedded in the layer. Or they may be heated 
in bulk at a higher temperature sufficiently long to attain 
a temperature of at least 130° F. in the coolest part of 
the stack. Where nuts are blanched the blanched nuts 
should be dried in an atmosphere of at least 130° F. 


(Turn to page 28, please) 
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THAT REMINDS 


By a 





NOTE. With the exception of Mephisto 
Pheles, who will be readily identified, all 
proper names, characters, confectionery 
products and their attributes mentiond in 
the following paragraphs are fictitious, and 
any resemblance to names or characteris- 
tics of existing personages or things must 
be assigned to the long arm of coincidence 
or to the Cap of Liberty that so often fits. 


~ 





MIT_JELLO, everybody! This is 

the voice of Mephisto Pheles, 
speaking from Station UBD, and 
comes to you through the courtesy 
of ‘The Blah-Blah Candy Company,’ 
makers of the Blah-Blah (spelt 
BLAH-BLAH) Candy Bar known 
throughout the civilized world, from 
the Battery to the Bronx, as the 
Candy ‘once eaten never forgotten.’ 
And, folks, I want to tell you what a 
wonderful Company the B-B C.C. is 
and why everyone should buy at least 
one Blah-Blah Candy Bar each day, 
not only as a tribute to the marvelous 
progressiveness of the American 
Chemist, but as a pious duty since 
every ingredient of the Blah-Blah 
Bar is a substitute for the best, and 
many of its constituents are imported 
from foreign countries where, as the 
hymn says, ‘the heathen in his blind- 
ness bows down to wood and stone’ 
—the darkness of ignorance which 
we Americans who worship the Gold- 
en Calf would wish to dispel. 

“There are so many marvels about 
Blah-Blah that I hardly know where 
to begin. Each and every Blah-Blah 
Bar is, for example, really three bars 
if you look at it properly. The fol- 
lowing unsolicited testimonial from 
Mr. Ryan Rock, dated August Ist, 
speaks for itself—‘Monday last week 
I attended my sister’s wedding. At 
2 a. m. the following morning, feel- 
ing hungry, I put down a nickel for 
a Blah-Blah Bar at a little all-night 
eating-place and received three bars, 
of which I liked only the middle one. 
This morning, when I again visited 
the place, I was insulted by the bar- 
attendant, or whatever he calls him- 
self, when I protested that I wanted 
the customary three bars instead of 
the one he handed me for my nickel, 
and that, in addition, the bar which 
I did receive was not as good as the 
one I had. originally enjoyed, but 
tasted like the left outside. Will you 
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please take this up with your Com- 
pany? The name of the bar-attend- 
ant was Ralph and he lived in As- 
toria. I think he was a Red! He said 
something that sounded to me like 
“Get the hell out of here or another 
dies!” He was most disrespectful 
and my digestion has been seriously 
impaired by the whole incident, for 
which I enclose my doctor’s bill for 
$1.25.’ 

“But you haven’t heard anything 
yet, folks! I am going to let you into 
the secret of the surprising success of 
The Blah-Blah Candy Company. 
Every bar that comes from the Home 
of the Blah-Blah is so dextrosely filled 
that within its sweet brown shell is 
stored the terrific kick of 51.96 Mexi- 
can mules, and, in order to conform 
with the new F.D.C. regulations, it is 
necessary to explain here exactly how 
this figure has been arrived at. Each 
bite to the bar (legitimately assumed 
to be four such bites since our statis- 
ticians have obtained the figure 
3.999959921 . as an average, 
and one licks one’s fingers in addi- 
tion) has been found by our chemists 
to be equivalent to the energy sup- 
plied by 12 99/100 pure Mexican 
mules (and they ought to know). 
This figure of 12 99/100 multiplied 
by 4 gives 51.96 for each bar of 
Blah-Blah. 

“Now, my dear, little kiddies, is 
there any one of you who wouldn't 
like to pack the wallop of even 50 
inferior U.S.A. mules to push in the 
teeth of mother, father, sister or 
brother who would try to prevent 
you from purchasing your favorite 
Blah-Blah? The Blah-Blah Company 
has, indeed, received many pathetic 
letters from little children who have 
been forced by cruel parents to eat 
a ‘Percy Milk Chocolate Bar’ (from 
the firm that makes the soap), or a 
‘Wrestle’s Chocolate Tablet’ because 
mother or sister happens to like the 
facial cream made by an affiliated 
corporation. Is this fair? Is this 
democratic? Is it even civilized 
thus to crush the spirit of the rising 
generation in this our great and 
glorious country? A thousand times 
NO! 

“And now a word about the Choc- 
olate that covers the Blah-Blah Bar! 
In color it is far richer than Bull 


Durham, and it is made from the 
cheapest, most flavorless cocoa beans 
that money can buy or this scientific 
world produces. Heaven will reward 
the altruistic love of the makers of 
Blah-Blah for you, for the cocoa all 
comes to you direct from Darkest 
Africa, my dear, sweet-toothed child- 
ren, munching mothers and other 
candy suckers. The makers of Blah- 
Blah rightly say to themselves and, 
through me, to you doting parents 
‘Would you have your offspring 
reared in luxury to develop a taste 
for fine and finnicky flavors? Would 
you have your sons and daughters 
squander a dime for a deliciously 
sensuous piece of candy when for a 
nickel they can buy a Blah-Blah? 
Again, a thousand times NO! We 
do not want the people of this great 
land to stoop to such decadence! 
Neither pleasant candy, nor caviar, 
nor tree-ripened fruit, nor vintage 
wine has any place in our constitu- 
tion! So give your kiddies a nickel 
and fill their tummies with Blah- 
Blah, for that will help the home- 
budget, patriotically increase the in- 
come-taxes paid by doctors and drug- 
gists, and bring about more employ- 
ment among the poor law-makers in 
Washington. And, if you do not trust 
your own judgment after sampling a 
Blah-Blah, read the label on every 
wrapper which tells you how bung- 
full each bar is of vitamins, calories, 
mule-kicks, hormones, phlogiston, 
elixir-of-life and the natural mineral 
salts containing such heavy metals 
as copper, iron and lead, the invalu- 
able properties of which are testified 
by all virile and war-like peoples. 
The further fact that such sweetening 
and such flavoring as Blah-Blah 
possesses are obtained from chemic- 
ally treated starch and sawdust makes 
this unique bar irresistible.’ 
“Before closing this address, 
which, let me remind you, comes to 
you through the courtesy of The 
Blah-Blah Candy Company (spelt 
and pronounced BLAH-BLAH), I 
have yet to read to you an entirely 
unbiased statement sent to us for a 
purely nominal sum by Doctor 
Proud Gordon, who is positively the 
only living American able to solve 
the mysteries of the latest FOOD, 
DRUG and COSMETIC Regulations. 
The Doctor says— I have examined 
your product The Pooh-Bah Bar 
(but, since the wrapper was used as 
recommended by a well-known chew- 
ing-gum manufacturer and _ then 
thrown away, the name of your prod- 
uct may be erroneously recorded 


(Turn to page 21, please) 
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CANDY TRADE PARTICIPATES 
IN SAN FRANCISCO'S FAIR 


By ZOE A. BATTU 


Staff, THE MANUFACTURING CONFECTIONER 


T San Francisco second or 1940 edition of the 
Golden Gate International Exposition, which 
opened May 25 and continues until September 
29, the Western candy trade is again amply represented. 
The Ghirardelli Chocolate Company continues to be 
the only confectionery concern housed in its own build- 
ing, which is located at the entrance to the Gayway, or 
amusement zone. The structure, simply designed and 
surmounted by the Ghirardelli trademark, a large par- 
rot in many colors, contains two units. The main unit 
consists of a large room with chocolate grinding and 
mixing machinery in operation, several large mural 
painting, showing scenes in the growing, picking and 
drying of cocoa beans, and a candy counter at which 
Ghirardelli bars are sold. 


The second unit of the building is a lunch room where 
hot chocolate and milk shakes are served. Last year 
the lunch room was operated on an all-day basis, but 
this year it does not open until the middle of the after- 
noon on week days. It is only on Sundays and holidays 
that it is open all day. The model factory and bar 
counter, however, are open throughout the day and 
evening, every day of the week, and bar counter is re- 
peating its 1939 record in the sale of Ghirardelli candy 
products, 

In the Foods and Beverages Building are Planter’s 
Nut and Chocolate Company, Carmel Corn, Liberty Or- 
chards Company, Cashmere, Washington, makers of 
Aplets and Cotlets, and See’s Candy Company. 


Planters’ Space 
Bigger This Year 


Last year, according to E. H. Jenanyan, western Di- 
vision manager of Planter’s Nut & Chocolate Company, 
his company did so well at the Fair that it decided, not 
only to exhibit in 1940, but to double its floor space. 
The increased space provides room for larger counters 
and displays of the company’s salted nuts and peanut 
bars. The “Mr. Peanut” trade mark in high silk hat, 
monocle, cane and spats, who is still on the job, has 
gone into the show business in a small way. Several 
times a day he mounts roller skates and puts on an 
act of fast and fancy skating that goes big with juvenile 
fair patrons. He lectures, amusingly and informatively, 
on a moving picture which shows high lights in peanut 
growing, harvesting, processing and packing. A third 
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feature of Mr. Peanut’s repertoire consists of question 
and answer sessions staged several times a day. Any 
person, who correctly answers any question asked, re- 
ceives as a prize a large bag of salted peanuts. 

For the 1939 fair, Carmel Corn had small quarters 
on the fair grounds. This year it has a second and 
larger exhibit in the Foods and Beverages Building. 
H. Steckmest, who also operates a combination creamery, 
fountain and candy store, in Burlingame, a suburb of 
San Francisco, is manager of the two stands. 


Make Candy 


For Spectators 


In the Foods and Beverages Building, Mr. Steckmest 
has set up a completely equipped candy kitchen in which 
he makes carmel corn, puffed rice brittle, plain and 
chocolate cashew brittle, pralines, fudge and chews. He 
schedules his production to catch the afternoon, evening, 
week-end and holiday crowds, thus providing an action 
display that never fails to hold the attention of a lot of 
spectators. Enough of the spectators become buyers to 
carry away the candy almost as quickly as it cools and 
is available for sale. At fifty cents the pound for chews, 
sixty cents for nut brittle and fudge, ten cents for three 
ounces and twenty-five cents for seven and one-half 
ounces of puffed rice and carmel corn brittle they are 
paying good prices for it, too. 

Second candy shop in the building is run by See’s who 
were at the same stand last year. The exhibit is a replica 
of the white and black See’s shops and the miniature 
candy kitchen makes hand rolled creams, dips chocolates 
and bon-bons for a constantly shifting gallery of spec- 
tators. On sale are one and two pounds packs, but the 
shops feature items and the smaller sample packs either 
for mailing or spot consumption by the buyer. 

The fourth repeat exhibit is the Aplet and Cotlet booth. 
throughout last year thils company was notable for its 
generous sampling, a practice that is being continued 
with the same good results in popularizing these unique 
fruit confections. 

At this writing, attendance is considerably ahead of last 
year. Atttendance for the first week lagged considerably 
behind the first week of 1939. But returns for the sec- 
ond, third and fourth weeks of operation show phe 
nomenal improvement and an average weekly gain of 
98,000 paying patrons. With the anticipated flow of 
tourist trade in the late summer this rate and volume of 
increase will probably be somewhat increased and will 
then level off. But on the whole the present prospects 
appear excellent for an attendance record in advance of 
1939 with a consequent profit in sales and good returns 
in publicity to the candy industry exhibitors. 
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Wels INDUSTRY'S CANDY CHOINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert. are exclusive features of THE MANUFACTURING CONFECTIONER. 


Summer Packages; Fudge 


CODE 8A40 Appearance of Package: Good. Appearance of Package: Good. 
Box: One layer, white printed in gold, 
Summer Assortment—1 lb—29c green striped wrapper tied with white 
(Purchased in a department store, grass ribbon. 
Chicago, Ill.) Appearance of Box on Opening: Good. 
Milk Chocolate Coated Pieces: 
Pecan Cream: Good. 


Ten assorted Hard Candy Sticks, 
each wrapped in cellulose, sticks are 
about eight inches long. Sticks are 
placed in a cardboard tube 3 inches 
high. Tube is red with silver stripes, 


. gold seal printed in blue. 
Caramallow: Good. Sticks: 
Cherry & Cream: Good. / 
Vanilla Coconut Paste: Good. Colors: Good. 
Molasses Coconut: Good. Gloss: Good. 
Chocolate Fudge: Good: Stripes: Good. 
Peanut Cluster: Good. 
Triple Almonds: Good. 
Home Made Pieces: 
Half dipped coconut paste: Good. 


Half dipped mint jelly & cream: Good. : : sites cali 
Iced Caramel: Good. Half dipped Cashew caramel pat- the manufacturer can realize sufficient 


Coconut Blossoms: Good profit to stay in business on a pack- 
; on tees: Good. : . this ki hz ati: tan Ue 
Molasses Coconut Paste: Good. Chocolate Hard Candy & Sprills: age of this kind that retatils for , 
Peanut Taffy: Good. 
Coconut Squares: Good. 


Appearance of Package: Good. 

Box: Two layer, full telescope type, 
cream paper top printed in blue, ship 
and water scene, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Contents: 

Coconut paste balls: Dry and hard. 

Assorted unwrapped caramels: See 
Remarks. 

Caramel Whirls: See Remarks. 

Iced Coconut bells: Hard and dry. 


Flavors: Good. 

Remarks: A neat and attractive Hard 
Candy stick number, cheaply priced 
at 10c. The Clinic can not figure how 


Good. _— 

Sugared Nut Taffy: Good. 

Green Cream Square: Good. Orange Turkish Paste: Good. CODE 8D40 

Mint Paste Square: Good. Lemon Turkish Paste: Good. 

Assorted Fancy Cream Shapes: Good. Mint Turkish Paste: Good. Salt Water Taffy—1 lb.—25c 


Assortment: Good. Cellulose wrapped Vanilla & Choco- 
Remarks: This is a good looking pack- late Nut Fudge: Good. 


age and candy was good for this Assortment: Very good. 
price. Caramels and whirls had a Remarks: Candy was of the best Appearance of Package: Good. 

slight rancid taste. Suggest more quality. Well made and good eating Box: Full telescope. Water and beach 
corn syrup be used in the coconut candy. Candy was shipped during the scene in brown, blue and red, cellu- 
balls as they were dry and hard. very hot weather, but arrived in fine lose wrapper. 


Caramel formula needs checking up cuntiites. Appearance of Box on Opening: Good. 
to prevent the rancid taste. Gaede Colored wax wrappers used. 


Taffy: 
— omen Mago 
Assorted Chocolates & Home Assorted Hard Candy Sticks— ital, Cal 
Mades—1 lb.—50c 4 ozs.—10c Remarks: The best box of Salt Water 


(Purchased in retail shop, (Purchased in a retail candy store, Taffy that the Clinic has examined 
Detroit, Michigan) 3oston, Mass.) this year, well made and good eating. 


(Purchased in a drug store, 
3oston, Mass.) 
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Kinds of Candies 
































CANDY CLINIC SCHEDULE 
FOR 1940 


The monthly schedule of the Candy Clinic is listed below. 
When submitting items, send duplicate samples by the lst 
of month preceding the month scheduled. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Salted Nuts: Chewy Candies; Caramels 
MARCH—Assorted One-Pound Boxes of Chocolates 
MAY—Easter Candies and Packages; Molded Goods 
JULY—Gums and Jellies: Marshmallows 
AUGUST—Summer Candies and Packages; Fudge 
SEPTEMBER—Bar Goods of all types 

OCTOBER—Home Mades: 5c-l10c-15-25c Packages Different 


NOVEMBER—Cordial Cherries: Panned Goods; lc Pieces 


DECEMBER—Best Packages and Items of Each Type Consid- 
ered During Year: Special Packages: New Packages 











CODE 8E40 


Assorted Coconut Candies— 
1 lb.—39c 


(Purchased in a railroad depot, 
Boston, Mass.) 















































Appearance of Package: Good. 

Box: One layer, white printed gold 
and brown. 

Appearance of Box on Opening: Good. 

Contents: 

Coconut Bonbons: Good. 
Coconut Bars: Good. 

Toasted Coconut Rolls: Good. 
Toasted Coconut Balls: Good. 
Molasses Coconut Squares: Good. 
Assorted Coconut Squares: Good. 

Assortment: Good. 

Remarks: The best box of assorted 
coconut candies that the Clinic has 
examined this year. Candy is well 
made and good eating. Suggest box 
be wrapped in cellulose as it was 
soiled with finger marks, etc. 




































































































































































CODE 8F40 
Assorted Fudge— 2 lb.—50c 























(Purchased in retail candy store, 
San Francisco, Cal.) 


Sold in bulk. 























Contents: 
Chocolate Fugde and Nugat: Good. 
Milk Chocolate Fudge: Good. 
Milk Chocolate and Vanilla Fudge: 
Good. 

Remarks: Fudge is well made and of 
very good quality, but is highly priced 

at $1.00 the pound. 

Suggest more kinds be made as the 

assortment is very small. 
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CODE 8G40 


Coconut Assortment—12 ozs.— 
29c 


(Purchased in a department store, 
Chicago, IIL.) 


Appearance of Package: Good. 

Box: One layer, white printed in 
brown, cellulose wrapper. 

Appearance of Box on Opening: Fair. 

Contents: 

Coconut Hard Candy Blossoms: 
Good. 

Frosted Coconut Balls: Center too 
dry. 

Pink Coconut Squares: Good. 
Molasses and Pink Coconut Oblongs: 
Good. 

Toasted Coconut Squares: Good. 
Toasted Coconut Molasses Taffy: 
Good. 

Remarks: Box did not look good on 
opening, about a third empty space. 
Suggest some of the pieces be made 
smaller and some different coconut 
pieces be added to improve the as- 
sortment. Price is a trifle high for 
this type of candy. 


CODE 8H40 


Salt Water Taffy—1 lb. 
No price stated 


(Sent in for Analysis No. 4390.) 
Appearance of Package: Good. Box 
full telescope type, printed cellulose 
top in green, white, red and blue 
water and boat scene. 
Size: Good. 
Taffy was -wrapped in colored wax 
paper. 
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Colors: White, medium and dark. 
Texture: See Remarks. 

Flavors: Good. 

Remarks: Taffy contained too much 


grease or oil. Taffy was at the point 
of graining. Suggest formula be 
checked. Use more corn syrup, use 
less grease or oil and use some egg 
albumen. The idea of the box is very 
good but the candy is not up to stand- 
ard of good Salt Water Taffy. Ii 
formula is corrected this package 
should retail for 25c¢ or 30c. 


CODE 8140 
Hard Candy Novelty—above 
22 ozs.—10c 


(Purchased in a 5c & 10c Store, 
Chicago, III. 


Appearance of Novelty: Good. 


Pink paper cup filled with orange 


hard candy tablets, wrapper of plain 


cellulose, tied with blue silk ribbon 
with a cluster of cellulose wrapped 
hard candy drops. 


Candy: 


Color: Good. 
Flavors: Good. 
Condition: Good. 


Remarks: Suggest the name and ad- 


dress of manufacturer be printed on 
the cup, also a seal of ingredients 
which are rewuired by the law. Sug- 
gest assorted tablets in place of all 
orange. A neat looking novelty for 
10c. 


CODE 8]40 


Summer Candies—?2 lbs—50c 


(Purchased in a candy store, San Fran- 


cisco, Calif.) 


Appearance of Package: Good. 
Box: One layer, square, tied with red, 


white and blue grass ribbon, name 
embossed in silver. Used as a Fourth 
of July Special. 


Appearance of Box on Opening: Good. 
Contents: 


Cellulose wrapper Pecan  nougat 
squares: Good. 

Cellulose wrapped Chocolate Caramel 
& Marshmallow: Marshmallow was 
grained. 

Cellulose wrapped Milk Chocolate & 
Marshmallow: Good. 


Cellulose wrapped Pecan Chew: Good. 


Cellulose wrapped Butter Crunch: 
Good. 

Cellulose wrapped Pecan Chocolate 
NonPareil Wafer & Cream Wafer: 
Good. 

Walnut and Figs: Good. 

Chocolate Caramel Pecan Wafers: 
Good. 

Vanilla Caramel Chew: Good. 
Chocolate Caramel, Vanilla Coconut 
Paste and Brazil: Good. 


Assortment: Good. 
Remarks: Candy is well made and of 


the best quality. The best of its kind 
that the Clinic has examined in some 
time. 


CODE 8K40 
Mint Assortment—1 Ib. 49c 


(Purchased in a _ department store, 


Chicago, Ill.) 


Appearance of Package: Good. See 
Remarks. 

Box: One layer type, white printed in 
light green. 

Appearance of Box on Opening: Good. 

Contents: 

Panned Creams: Good. 

Green Opera Gums: Good. 

Green Gums Iced: Good. 

Assorted crystal Creams: Good. 
Panned Black & Yellow Creams: 
Good. 

Green Gum Oblong: Good. 

Assortment: Fair. 

Remarks: Most all mint assortments 
have a larger assortment. Suggest the 
amount of panned creams be cut 
down and more gum pieces be used, 
also some good licorice drops and 
a few good mint jelly and marshmal- 
low pieces be added. As the box is 
packed now, it is in the 39c class. 
Suggest box be wrapped in cellulose 
as it was finger marked also some 
dust marks. 


CODE 8L40 
Pecan Fudge—1 lb.—35c 


(Purchased in a retail candy store, 
Chicago, II.) 


Sold in Bulk. 

Contents: Chocolata Nut Fudge. 
Color: Good. 

Texture: Good. 
Taste: Good. 

Remarks; This is a good eating Choco- 
late Pecan Fudge at the price of 35c 
the pound. This was a “special.” The 
candy normally sells at 65c the pound. 


CODE 8M40 
Maple Nut Fudge—1 lb.—65c 


(Purchased in a retail candy store, 
Chicago, Ill.) 


Sold in Bulk. 

Contents: Maple Nut Fudge. 
Color: Good. 

Texture: Good. 
Taste: Good. 

Remarks: Maple Nut fudge is highly 
priced at 65c the pound and did not 
taste as if Maple Sugar was used, 
had a strong taste like a Maple Fla- 
vor, not sugar. 


CODE 8N40 
Garden Tool Novelty—10c 


(Purchased in a department 
Chicago, IIl.) 
Appearance of Novelty: Good. 
Piece is made as follows: 
Amber cellulose bag packed with 
small after dinner mints, a_ shovel, 
a rake and hoe are fastened into 
the bag with colored grass ribbon. 
Mints: 
Color: Good. 
Texture: Good. 


store, 
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That Reminds Me— 


(Continued from page 17) 


here. Not that it matters in the least! ) ; 
and I have applied to it the rec- 
ognized N. C. A. test which says: ‘For 
Candy’s food, that can’t be beat.’ 
Since I have succeeded in chastising 
your Pooh-Bah with whips and scor- 
pions, and in beating it with swizzle- 
sticks, birches and four sixes, there 
is sufficient proof that the Pooh-Bah 
either isn’t Candy or it isn’t Food 
or something, or that I’m just a 
sugar-daddy or something else. And 
that reminds me of a story!’ 
(The story that follows is in southern 
dialect and, from the few words that 
we have been able to interpret, ap- 





Flavor: Fair. 

Remarks: This is an attractive novelty, 
well put up and should be a good 
seller at 10c. 


Code 8040 


Coconut Covered Fudge—1 lb.— 
49c 


(Purchased in a department store, 


Chicago, IIl. 


Sold in Bulk. 

Chocolate fudge coated with syrup 
and rolled in toasted coconut. Cellu- 
lose wrappers. 

Center: 

Texture: Good. 
Taste: Slightly rancid. 
Coconut: Good. 

Remarks: Piece is priced too high at 
49c the pound. Suggest fudge for- 
mula be checked. Pieces similar to 
these retail for 19c to 25c the pound. 


parently suited to minds more adult 
than those of my present audience). 
‘The Pooh-Bah Bar stood up well to 
all these tests,’ continues the Doctor, 
‘and I can state that your product is 
well-nigh indestructible unless fired 
by a detonator. I can assure you that 
these bars will be ‘repeaters’ if taken 
internally, and I recommend them 
also as playthings for the dog. I do 
find, however, that the Pooh-Bah 
falls within all limits of standards 
laid down by me for such products 
in the new F.D.C. regulations. And 
that reminds me of a story! As Con- 
fucius say (This last story 
in the report is a honey, but the lat- 
ter being, of course, an excrement of 
a communistic class of insects and, 
as such, unsuitable for inclusion in a 
clean and wholesome food like Blah- 
Blah, the former also must be ex- 
punged from any advertisement of 
that famous confection. But while, 
moreover, the Doctor’s references in 
this story to alkali, sphaeroids and 
the national game of America are 
somewhat obscure to us, we would 
still like to tell you about it. Un- 
fortunately, however, my time is up, 
and I must now introduce to you that 
old fool ‘Q’ to say a few words about 
Blah-Blah.) Don’t forget, folks, The 
Blah-Blah Candy Bar costs only a 
nickel, while ‘Q’s opinion isn’t worth 
that much! Mr. ‘Q’, please take over 
the microphone!” 


“IT have just ten seconds to say 


what I think about Blah. . .” 
DING-DONG DING-DONG 
DONG 


DING- 


ESSENTIAL OILS 


--PR DREYER INC- 


NEW~YORK, N.Y. 
i es 


FLAVORS 





$1.50 PINT 
CONCENTRATED 
STANDARD 





KOLA 
IMITATION 
FLAVOR 


$2.00 PINT 
CONCENTRATED 
HARD CANDY 








IMITATION KOLA FLAVOR 


This type finds excellent use in fon- 
dants, icings, gum drops, jellies, etc. 
imparting a real Kola-like flavor. 


IMITATION KOLA FLAVOR 


Especially prepared to withstand 
nigh hard 
candy, chewing gum baking, etc. 


temperatures as in 








P. R. DREYER INC. 





119 W. 19th St., New York, N. Y. 
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CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT 


189 W. Madison St., Chicago, Ill. 99 Hudson St., New York, N. Y. 


ONTARIO, CALIFORNIA 


IMMEDIATE CELIVERY FROM WAREHOUSE IN NEW YORK, CHICAGO, SAN FRANCISCO 
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Quality Standards 


RESS announcements telling of the organization of 

an Institute of Standards for the purpose of de- 
veloping standards for consumer goods through the 
cooperative effort of manufacturers, recognized stand- 
ardizing agencies and a consumer “board of review,” 
afford a good opportunity to again remind our Industry 
that manufacturers of confectionery have available to 
them an agency for checking the standard of their goods. 
We refer to the Candy Clinic appearing regularly in this 
publication since 1927. 

The Candy Clinic was born out of the realization that 
candy manufacturers needed an impartial agency which 
could help them check on their goods as it was being 
offered to the public. In this work the Candy Clinic has 
been far in advance of most so-called “testing” work 
by various agencies which have mushroomed in recent 
years. That the Clinic’s check-up service is based on 
sound principles is confirmed with every passing year as 
more and more manufacturers avail themselves of Clinic 
analyses, or voice appreciation for analyses of their goods 
made on the Clinic’s own initiative. The Candy Clinic 
has played no small part in improving quality, taste, ap- 
pearance and general character of candy and it has 
done this in a tactful, confidential and efficient manner 
which has earned the respect and confidence of the In- 
dustry. 

In a letter recently, the head of a large mid-western 
concern expressed himself as follows: “It is our candid 
opinion that your Candy Clinic is doing an excellent job 
and we hope you will continue this department.” An- 
other manufacturer said: “This work of being of service 
bears such ripe returns in satisfaction that it is hardly 
necessary for me to remind myself to thank you gracious- 
ly.” A foreign company wrote as follows: “We would 
like to have our products examined in your Candy 
Clinic; please let us know whether it is possible to send 
samples of our products to the Clinic.” 

Thorough familiarity with the processes of candy mak- 
ing and the problems of distribution give the Clinic 
much more authority than if this work were undertaken 
by an outside agency. As a result, manufacturers accept 
the Clinic verdict without antagonism and many times 
send back their goods for re-check after complying with 
suggestions made in the reports. This is in itself a 
remarkable example of the high regard held for opinions 
of the Clinic and of the very cordial relationship exist- 
ing between the Clinic and the manufacturers whose 
goods are checked. 

The Clinic offers no seals of approval or certificates of 
merit. This service is offered free to the entire Industry, 
not because we are interested in patting someone’s back, 
but because we believe that the Industry stands or falls 
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on Quality. If the Clinic can build and maintain quality 
standards in candy, its service will be remembered long 
after the more transient “honors” or awards have passed 
into limbo. 





Selling Candy Manufacturers 


PECIAL attention is being focussed these days on 
“copy” in industrial advertising. Now that firms are 
expanding and re-equipping their plants, executives and 
others responsible for buying want to know the facts 
about machinery, raw materials, supplies and services 
they need. Presentation of these facts in a selling way 
calls for more real ability in those who plan and write 
industrial advertising than is apparent on the surface. 
Unfortunately, however, there are still many firms who 
believe they can dismiss the whole subject of advertising 
to the trade by placing their name and the list of their 
products in the very smallest space available in the 
business press or by, sending out an occasional price 
list to prospects. 

At the 18th Annual Industrial Advertisers Conference 
to be held in Detroit in September, supply firms in our 
Industry have the opportunity to appreciate the im- 
portance of industrial advertising—the kind of advertis- 
ing they do, or should do—and to learn something 
about the best ways of doing their own advertising job. 
This conference is attended by advertising men from 
concerns who produce and sell machinery, factory sup- 
plies, etc., to manufacturers, processors and fabricators. 

Industrial advertising and selling go hand in hand. 
Certainly, you can sell the trade without advertising. 
But industrial advertising that has been meticulously 
planned and executed has no equal in the matter of 
smoothing the way for the salesman. It is no accident 
or coincidence that the leading supply firms are the 
heavy advertisers. They have long ago discovered that 
advertising is their best and most economical way of 
preparing a welcome for their sales representatives. 

If you are not an advertiser now, the conference will 
show you, in a dozen different ways, how you can best 
accomplish a selling job through support of your sales 
effort by advertising. These people meeting in Detroit 
will be no different from yourselves, except that they 
may be manufacturing and selling different products. 
Yet their advertising problems are so much like your own 
that you can all meet on common ground and find the 
best answers to these selling problems. In THE Man- 
UFACTURING CONFECTIONER, we consider the advertising 
by supply firms a part of our editorial material for 
the information and education of confectionery manu- 
facturers, and we are therefore deeply interested in all 
efforts to raise the standard of the “copy” used by our 
advertisers. 
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A Complete Pectin 
Product for Making 
Jellied Candies 


SPEAS MFG. CO. 


VARQ RG 
CANDY 


CITRIC ACID 


TARTARIC ACID 


CREAM OF TARTAR 


SODIUM CITRATE 


PFIZER 
QUALITY 


Est. 


Manufacturing Chemests 


CHAS. PFIZER & CO., INC. 
81 MAIDEN LANE, NEW YORK, N. Y. 
444 GRAND AVE., CHICAGO, ILL. 


|S. W.C. A. Holds 


Outstanding Convention 


The Roanoke convention of the Southern Wholesale 
Confectioners Association this year was one of the most 
representative and outstanding conclaves held by the 
group in its history. This 20th annual convention was 
held July 24 to 27, inclusive, and incorporated meetings 
of the parent group as well as the jobbers’ salesmen. The 
sessions attracted one of the largest outpourings of candy 
manufacturing executives, jobbers, manufacturer repre- 
sentatives and representatives from the allied trades. 


New officers chosen to head the association for the 
coming year include the following: Sidney Grossman, 
Linker Cigar Co., Louisville, Ky., president; C.C. Lindsey 
Victor Specialty Co., Roanoke, Va., first vice president; 
Claude B. Pooole, Gaffney, S.C., second vice president; 
and C.M. McMillian, secretary-treasurer. 

Addresses were presented by Clem D. Johnson, Roan- 
oke, vice president of the U. S. Chamber of Commerce: 
F.H. Rawls, chief of the foodstuffs division, Department 
of Commerce, Washington, D. C.; C. E. Morgan, Morgan 
Candy Co., Ashville, N. C.; S. H. Dystra, Wage-Hour Ad- 
ministrator, Washington D. C.; L. S. Heath, L. S. Heath 
& Sons, Robinson, Ill.; and many individual jobbers and 
candy company representatives. 

One of the outstanding features of the convention was 
the Candy Show held in the ballroom of the hotel and 
participated in by most of the outstanding wholesale 
manufacturers. Prizes were given and special entertain- 
ment provided for visitors to the show. 

The following trophies and prizes were presented at the 
Banquet, held on the evening of the 27th: Retiring Presi- 
dent Howard Hanby received a plaque; W. A. Yarbo- 
rough, Atlanta, Ga., received the Winchester trophy for 
having accomplished most for the association during the 
past year; service buttons for having secured two or 
more new members were given to John Coursey; M. H. 
Wells; H. S. Halstead; Mrs. John D. Pullen; L. C. Sire; 
Victor Frak; C, C. Lindsey; Ed. Harris; W. A. Yarbo- 
rough and I. J. Hunter; Sidney Grossman and C. E. Mor- 
gan received awards for their “grab bag” ideas; dia- 
mond service buttons were awarded Chas. F. Streeter. 
Monroe, N. C. and Perry Kassen, Chicago; the Col. Abe 
trophy for the person doing the most to make the con- 
vention a success went to C. C. Lindsey 

Golf winners were: Maurice Stockton, who won the 
Schlesinger trophy; F. L. Davis, have low gross, with 
John Vonieff second; longest drive, R. G. Wade, Knox: 
ville, Tenn., and other miscellaneous prizes and events. 
The floor show at the banquet was presented by Corn 
Products Sales Company. The Harris trophy, awarded 
to the manufacturer doing most to encourage jobber- 
manufacturer cooperation went to L. S. Heath. & Sons, 
Robinson, Ill. Tootsie Roll’s Citizenship award went to 


A. R. Liddell, Liddell Candy Co., Shreveport, La. 


The Southern Salesmen’s Candy Club held its annual 
convention, July 22-24, at the Hotel Roanoke. Roanoke. 
Virginia. The followng officers were elected: A. Bill 
Yarborough, president; R. L. Hodges, first vice presi- 
dent; John O. Huber, second vice president, and R. S. 
Barclay, secretary and treasurer, The Southern Sales- 
men’s Candy Club will act as host to the National Con- 
fectionery Salesmen’s Association Convention to be held 
in Atlanta, July 1941. 
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SUPPLY TRADE NEWS 


New Eastern Manager for 
THE MANUFACTURING CONFECTIONER 


William C. Copp has joined the staff of THE MAanu- 
FACTURING CONFECTIONER, in charge of this publica- 
tion’s eastern office at 71 West 23rd Street, New 
York, N. Y. Mr. Copp has had 10 years’ experience in 
business paper publishing and advertising agency work 
in New York and Boston, which included some sales 
promotion for candy manufacturers. He is already 
known to some of our friends in the Eastern territory. 








Pfizer Executive Dies 


William H. Erhart, 72, chairman of the Board of 
Charles Pfizer & Co., New York City, died, July 31. 
Mr. Erhart was born in Brooklyn, a son of the late 
Charles F. Erhart. His father and his uncle, Charles Pfiz- 
er, founded Charles Pfizer & Co. in 1838. Associated with 
the company for more than 50 years, Mr. Erhart was a 
former director of the American Water Works and 
Electric Company and was a member of the Union, 
Racquet and Tennis, Rockaway Hunt, Piping Rock and 
City Midday Clubs. Surviving are his wife, a son and 
a daughter. 

Henry Bowen Lawton, retired manager of the Corn 
Products Refining Co. plant at Edgewater, New Jersey 
died recently. He had been with the firm thirty-seven 
years. Surviving are his wife, his mother and daughters. 


White Stokes Mourns 
Death of Gallagher 


Martin V. Gallagher, 70, chief chemist of White Stokes 
Company, Chicago, died July 5. He came to work for 
White Stokes Company as a shipping clerk but as he 
was a great student and a constant reader of books 
on chemistry, showing an unusual adeptness for this par- 
ticular subject, it naturally followed that Mr. Harry 
Stokes would eventually place him in charge of the 
laboratory. Almost all formulas developed in the White 
Stokes plant were done through the aid and advice of 
Mr. Gallagher, who had a keen and brilliant mind. He 
is survived by his wife and son. Jessie E. Stokes, presi- 
dent of White Stokes Company, pays him this last tribute 
in her letter to us “I hope you will be able from this 
information to give him the publicity he so richly earned.” 


Dr. Alexander Katz, chief chemist of Florasynth 
Laboratories, Inc., New York City, has been appointed 
to the faculty of the California Associated Colleges, a 
unit of the College of Applied Science. Dr. Katz will 
lecture on aromatic chemicals and essential oils. 

The American-Marietta Company, Chicago, is the new 
company formed by the consolidation of American As- 
phalt Paint Co., Chicago and the Marietta Paint and 
Color Co., Marietta, Ohio. Grover M. Hermann is presi- 
dent. 

Sales volume. of the American companies, Monsanto 
Chemical Co., St. Louis, Mo., during the second quarter 
of 1940 was approximately 27% above the.sales for the 
same 1939 quarter and payrolls were 14% greater. 
Construction has been started on a new plant at Spring- 
field, Massachusetts, for the manufacture of Resinox 
phenolic plastic molding materials. Completion of the 
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PERFORMANCE! 


In Belting, it’s performance that counts. BURRELL 
builds PERFORMANCE into its 


9 BURRELL Stars: 

* CRACK-LESS Glazed Enrober Belting 

* THIN-TEX CRACK-LESS Belting 

* White Glazed Enrober Belting 

* Batch Roller Belts (Patented) 

* Carrier or Drag Belts 

* Feed Table Belts (Endless) 

* Cherry Dropper Belts 

* Cold Table Belts (Endless) 

* Innerwoven Conveyor Belting 
Proven ability to “take it” has placed BURRELL 
Belting in practically all Confectionery Plants. 
Why not yours? 

“BUY PERFORMANCE” 





413 S. Hermitage Ave., Chicago, Ill. 
55 West 42nd St., New York, N. Y. 





HOOTON 


Chocolate Coatings 


HOOTON CHOCOLATE COMPANY 
NEWARK, NEW JERSEY-EST. 1897 











VvOss 


White Glazed Enrober Cooling 
Tunnel Belts 


for 16 inch, 24 inch, 32 inch and 40 inch 
Enrobers. Also for Wolff Coaters. 

ls DOUBLE TEXTURE CUSHION CON- 
STRUCTED and GUARANTEED to give LONG 
LIFE, SERVICE and SATISFACTION. 

Perfected, tested and proved the past two 
years by Du Pont and ourselves. 

Will deliver coated products with a SMOOTH, 
EVEN, UNMARRED, GLOSSY FINISH. PER- 
FECT BOTTOMS. EASY TO CLEAN, ODOR- 
LESS and absolutely FREE FROM CHECKING 
AND CRACKING. 


Permit us to install a trial belt and the per- 
formance of same will make you a satisfied user. 


Compiete line of Endless Canvas Enrober Feed 
and Bottomer Belts, Batch Roller Belts, Caramel 
Cutting Boards, at lower prices. 


Increased production and efficiency guaran- 
teed on all of our products. 


Samples and Very Interesting Low Prices on Request 





Voss Belting & Specialty Company 
5301 Ravenswood Avenue Chicago, Ill. 











Firm, Glossy Coatings 
In Hottest Months 


This special formula, hard coconut butter resists the deteriorating 


effect of high temperatures on coatings. Confectionery manufac- | 
turers find it invaluable to the appearance and keeping er 


of summer coated goods . . , and are standardizing its use. 


COBEE “HIGH TEST” is a dry hard fat—high incipient fusion | § 
point—sharp in break—neutral flavor—smooth mixer—easy to | f 


work. It is finished at 5 melting points for J 
varying requirements. Generous Produc- “ 
tion Samples for Trial Purposes will be 
sent on request. (Specify desired tempera- 
ture for coating. Our recommendation for 
midsummer sales is “Grade H T-SS”.) @ 


WECOLINE Products Inc BOONTON 


s Offices Hi =feh 


work scheduled for early 1941 will consolidate all of the 
company’s plastics operations at Springfield. 


Francis M. Waters, formerly advertising manager of 
the Nulomoline Company, has opened his own office at 
75 Varick St., New York, as a public relations counselor. 
Mr. Waters is well known to the candy industry. 


Stein, Hall Mfg. Company, Chicago and New York, 
has put on the market a new product called “Clarojel”, 
which is a thin boiling starch. Recommended as yield- 
ing tender and well-formed candy pieces, the product 
is offered in two fluidities. 


New Chocolate Melter 


A new chocolate melter has recently been designed 
and built of stainless steel construction with mirror-finish 
polished interior and exterior The inside tank is made 
of heavy gauge metal and is provided with a sanitary 
outlet at the bottom. To keep the melting chocolate at 
uniform consistency and temperature, a stainless steel 
paddle agitator of rectangular shape with six staggered 
blades inside the rectangle helps scrape the material 
from the sides and bottom and cuts through the chocolate 
mass. The agitator which is coupled to a speed reducer 
built integral with a motor may be readily uncoupled 
and removed from the container for easy cleaning. The 
motor platform may be swung out of the way on a swivel 
and the hood and cover are also easily removable. The 
container is jacketed for steam circulation to melt the 
chocolate. Around this is a blanket of insulation and a 
stainless steel sheathing. It can be built in any desired 
size or capacity. 


The Girdler Corporation, Louisville, Kentucky, has 
just announced two new affiliations, the Standard Milk 
Machinery Co., manufacturing fine milk-handling equip- 
ment, and the Emil H. Pferrer Company, manufacturing 
mixing tanks, cookers and coolers. Walter H. Girdler 
is president of the Girdler Corporation, and L. L. Daw- 
son, a vice president of the Corporation, will be in charge 
of sales for the new affiliations. 


L. H. Boulware, formerly vice-president and general 
manager of Carrier Corp., Syracuse, New York, has been 
elected vice-president, general manager, director, and a 
member of the executive committee of Celotex Corp., 


Chicago. 


VANILLIN 


LIGNIN VANILLIN, C. P. 
@ A Finer Vanillin of Exquisite Aroma @ 
An American source of supply that 
is unaffected by the international 
situation. 

Requests for samples on your firm's letter- 
head will be promptly answered. 


AROMATICS _ DIVISION 
GENERAL DRUG COMPANY 


ij 

170 Varick St., N. Y.C. 98. Clinton S8t., Chicago. 
pe = > A. 907 Elliott St., W., Windsor, Ont. 
nterior of Factory Transportation Bldg., Los Angeles, Calif. 
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Ever seeking to improve cocoa and chocolate equipment 


r IS natural that the name of LEHMANN appears so often 
in relation to the development of machinery for refining 
cocoa and chocolate, because LEHMANN has maintained a 
leading position in that field for more than 100 years. With 
such a background our efficient organization of designers 
and engineers always is seeking to improve on existing 
methods and practices. Their knowl- 


edge and experience are freely 

available to manufacturers who 

have the same thought in mind. he 
J. M. LEHMANN COMPANY, Inc. LE 

250 West Broadway New York, N. Y. 


The Standard for Quality in 
Factory: Lyndhurst, N. J. Machinery Since 1834 














CONFECTIONERS’ BRIEFS 


M 
i GRAPE 


Sales of confectionery and competitive chocolate prod- 
ucts combined during June, 1940 were up 1.6% over An exquisite flavor for use in Fall lines of 
June, 1939. The total dollar volume during June, 1940 HARD GOODS & CREAM WORK 
amounted to $12,657,000 as compared with $12,459,000 | You will want to investigate this J.B.L. Grape. It is 
in June, 1939 and $15,107,000 during May, 1940. Sales co Sreey Ceniet Se Fe Sen Sate Seen see 
by manufacturers of chocolate products competitive with . 
confectionery recorded 23.2% over June, 1939. Manu- 
facturers-retailers recorded an increase of 2.9% while | James B. Long & Company, Inc. 
other manufacturers sales decreased 1.3%. Sales during Chicago New York 
the first six months of 1940 were 7.3% above level of 818 N. Franklin St. 415 Greenwich St. 
the same 1939 period. An increase of 0.9% was shown 
during the first six months of 1939 over 1938. The 
total dollar volume amounted to $99,416,000 during the 
first six months of 1940 as compared with $92,618,000 
for the same 1939 period. The manufacturers of choco- GREER WIRE BELTS 
late products showed an increase of 12.5% for the first 
half y 1940 over 1939. Other paces Grobe and fit all makes of Coaters and Enrobers 
manufacturer-retailers sales were up 6.7% and 1.3%, | Made of Rustproof Wire 
respectively. 
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Write for Working Sample 
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Re-entering the San Francisco retail field, from which 
he has been absent for some time, Ernest Wilson opened 
a candy shop at 109 Geary Street, August 1. The new Immediate shipment of over 
shop is approximately 12 ft. by 15 ft., but achieves high 
attention value by reason of its modern treatment in color 
and lighting. Stock consists of chocolate, brittles and 
caramels. No jar goods are carried. 


100 varieties 


George Wilson, formerly in charge of sales of The 
Euclid Candy Co. of New York, Inc., Brooklyn, is now 


sales manager of The Euclid Candy Company, Chicago. | GREER BELTS 
Francis A. Heroux, 36, River Forest, Ill., for many (WIRE, CANVAS, COATED) 


years sales representative for Switzer’s, St. Louis, Mis- | are made better —last longer 
souri, died unexpectedly, July 5. He was president of | 
the Chicago Candy Club at the time of his death. He | 
served as president of the Western Confectionery Sales- 
men’s Association in 1938. 


J. W. GREER COMPANY 


Thomas Candy Company, Ludlow, Kentucky which has 119-138 Windsor Street, Cambridge, Mass. 
a factory in Ludlow, a store at 28 E. 4th St., Cincinnati, 


and branches in Lexington, Ky. and Charlestown, W. Va. 


Edward J. Hoff is now business manager of Eda E. 
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WHICH ONE 


IS COSTING YOU MONEY? 
SSS 


Spoilage of candies in storage — Jamming and clog- 
ging of machines — Candies that are too sticky — 
Quality that varies. 


When these profit-slashing troubles are due to faulty 
temperature and humidity conditions, you can get rid 
of them quickly and surely— with Sturtevant Air 
Conditioning. 


Let us show you how spoilage and waste — quality 
variation — and similar indoor-weather troubles — have 
been prevented in such plants as Life Savers, Inc., Louis 
Sherry, Inc., Hardy Brothers, Inc., and other concerns 
in the confectionery field. Our 30 years of air condi- 
tioning experience are at your service. 


Ss) Mg NET 


Mie Condilicnirg. 
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FOR BETTER 





PRODUCTS AT LESS COST 


‘PULLS DOWN 
PULLING COSTS 


© LONG LIFE 
© LOW UPKEEP 


Hildreth Machines are simple 
and sturdy in construction — 
quiet in operation. 


Six sizes and styles ranging 
from 5 Ibs. to 300 Ibs. per 
batch. Write for complete 
description and prices. 


DISPLAY PULLER 


5 and 10 Ibs. up to 
25 lbs. capacity 
FORM 1—STYLE B 


Excellent for demon- 
stration purposes. At- 
tractive, nicely finished, 
aluminum base and 
nickel trimmings. Mo- 
tor driven. 





REBUILT 
MACHINES 
AVAILABLE 
Special low prices 
for all sizes and 
styles. Write for 
information and 

prices. 


FORM 3 
STYLE D 


Small Factory 
ize 
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Electric Motor Drive 


Capacity 50 to 100 Lbs. 
each pulling 


THE ORIGINAL CANDY PULLER 
HILDRETH PULLING MACHINE CO. 
153 Crosby Street New York, N. Y. 


ADVERTISING PAGES REMUYAD 


INFESTATION— 


(Continued from page 16) 


Provided the nuts reach this temperature for 10 minutes 
the death of all forms of insects will be insured. 


When cacao beans or nuts are roasted or sterilized 
by heat treatment, there is always danger of reinfesta- 
tion during subsequent cooling or storage. During cool- 
ing the nuts should be effectively protected, for instance, 
by a rapid current of air induced by a fan. Sterile ma- 
terials should be stored in lidded tins or in metal trucks 
provided with loose but close-fitting covers. The covers 
on the metal receptacles should never be taken off except 
during the actual handling of the nuts. 

Nuts should be roasted as close as possible to the time 
they are required for use. Roasted nuts may be used 
without subsequent heat treatment provided there has 
been no chance of reinfestation. Before being placed 
in the metal receptacles, the nuts should be cooled so as 
to avoid subsequent sweating and rusting of the metal. 

It cannot be too strongly emphasized that nuts should 
be either roasted or sterilized almost immediately be- 
fore use. In the case of nuts which cannot be roasted, 
it is suggested that they be placed in the sterilization 
(heat-treatment chamber) on the afternoon of the sec- 
ond day before they are to be used. They may then be 
taken out on the afternoon of the day before using, and 
allowed to cool overnight. This is necessary, since cool- 
ing takes considerable time. In an emergency, the nuts 
may be placed in trays and passed through a cooling 
tunnel to gain time. All nuts should be stored in a cool 
dry place. 


REFERENCES 


Bovincpon, H. H., 1933—Report on the Infestation of Cured 
Tobacco in London by the Cacao Moth, Ephestia elutella, 
Hiibner-Empire Marketing Board Report No. 67, H.M. Station- 
ery Office, London. 

Durrant, J. H. and Beverwwce, W. W. O., 1913—Report of the 
Temperature Reached in Army Biscuits During Baking, Espe- 
cially with Reference to the Destruction of the Imported Flour 
Moth Ephestia kiihniella (Zeller) —Journal of the Royal Army 
Medical Corps., Vol. xx, pp. 615-634, June, 1913. 

Knapp, A. W., 1935—Insects Pests in the Cacao Store—Bulletin 
Official, July, 1935, Brussels. 





CONFECTIONERY BROKERS 


DONALD A. IKELER 
2029 E. Main Street 


KALAMAZOO, MICHIGAN 
Territory: Michigan 








H. L. BLACKWELL COMPANY 
P.O. Box 3040—Sta. “A” 


EL PASO, TEXAS 


Territory: Texas, New Mexico and Arizona 





JAS. M. ROTHSCHILD CO. 
1020 Fourth Avenue, S. 
SEATTLE, WASHINGTON 


Territory: Pacific Northwest Trading Area. 





MALCOLM S. CLARK CO. 
332 VIRGINIA AVE., SAN FRANCISCO, CAL. 
923 E. 3RD ST., LOS ANGELES, CAL. 
1238 N.W. GLISAN ST., PORTLAND, ORE. 


Territory: Calif., Ore., Wash., Ariz., W. Nev., N. Idaho & 
Hawaiian Islands 
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CANDY PACKAGING 


DEVOTED TO _ BETTER 


PACKAGING AND MERCHANDISING METHODS 


PUBLISHED BY 
THE MANUFACTURING CONFECTIONER PUBLISHING COMPANY 


400 West Madison Street, Chicago, Ill. 


71 West 23rd St.. New York City 





WHAT ABOUT THE RESALE? 


Attractive “Zodiac Luncheon” Insert Used by Johnston’s of Milwaukee. 


The Function of the Package Insert 


ROM the standpoint of exterior allure, there is no 
question that many of the candy packages exerting 
a “pull’on the customer’s money are well-designed 
and excellently created to compete with other merchandise 
offered on the shelves and counters of our retail stores. 
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There is a much greater awareness concerning the sales 
ability of a good package among candy manufacturers to- 
day than there was a few years ago. The selection of a 
wrap for a bar or a cover design for a box isn’t the hit- 
and-miss proposition it once was. The ultimate designs 
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chosen today seem in many obvious cases to be the re- 
sult of careful investigation, careful contemplation of the 
sales problems which the bar or package have to over- 
come, and close collaboration between manufacturer, de- 
signer and wrap printer. And this is as it should be. 

But what about the selling job which every unit should 
exert on a subsequent sale? We have done a pretty fair 
job of interesting the customer once, but aside from the 
selling which the quality of the candy itself exerts, what 
are we doing in our packages to make the customer want 
to buy this assortment again or buy one of our other 
equally good assortments? 

General merchandising of all highly competitive goods 
today has reached such a point that it is practically im- 
possible to buy a tube of toothpaste, a box of breakfast 
food, or an article of food that does not have, somewhere 
in or on it, a further sales message calling attention to 
the quality of this particular product or to the benefits 
offered by other products made by the same manufac- 
turer. About all a candy manufacturer interested in see- 
ing his sales rise needs to do in order to get a neat ob- 
ject lesson is to step around the corner to his nearest 
drug or grocery store. Let him buy a piece of soap, a 
bottle of mouth wash, a package of breakfast food, a loaf 
of bread. Let him take one or all of these purchases 
home and remove them from their containers. 


Inserts Add “Plus 
Sales” Effort 


What will he find? Four out of five of his pur- 
chases will be attractively wrapped or boxed. The 
box or wrapper will be designed according to the 
very best ideas of wrapper or package design. In food 
products and certan drug items, especially, the package 
design will in most cases be far ahead of candy package 
design. And even Consumer’s Research will probably 
give a good report on the quality of the goods inside the 
wrap. But are the cosmetic and food manufacturers satis- 
fied with this good exterior selling job? By no means. 
The same four out of five packages will, on opening, re- 
veal some sort of insert which says something interesting, 
pertinent and informative about the product itself or 
about other products available from this manufacturer. 
In many caseg, too, the insert will be so interestingly de- 
signed as to exert more influence on the customer than 
would a good:sized advertisement in a publication of 
recognized merit. 

Let the candy manufacturer now take about three or 
four of his own packages and open them. Does he find 
one of these interesting little leaflets nestling invitingly 
above the top layer. Well, if he happens to be a manu- 
facturer-retailer, chances are he will find such an insert 
oftenere than if he is a wholesale manufacturer. Why 
this should be the case is difficult to determine, except 
perhaps that the one reason for the retail manufacturer 
being in business is his ability to do a lot of those little 
“extra somethings”, both in his candy and in his mer- 
chandising, because he controls his own outlets. Never- 
theless, whatever the reason, you are likely to find a 
package insert in the retail manufacturers’ packages 
more often than in the whole manufacturers’ packages. 

If the wholesale manufacturer happens to find a pack- 
age insert in his box, he needs no object lesson. For he 
is taking advantage of one of the hardest-working, most 
economical and most effective builders of good will at 
his command. If he finds no cheery insert with some- 
thing real to say, he can chalk this up as a fact: He is 
overlooking a marvelous chance to do something for 
those sales that ought to be pyramiding. 
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Although the, package insert is the smallest member 
of the advertising family, it possesses positive advertising 
value far in excess of many other advertising forms 
which cost more money and require much more labor to 
produce. If you stop to consider the job of the package 
insert there are a dozen jobs it can perform for you 
which will be readily apparent to you even if you do 
not pretend to know or understand advertising. It will 
be a very poor insert, indeed, which will not perform at 
least a couple of these functions for any package. Let’s 
examine these jobs and see how they can be applied to 
a candy package. 

In general packages, the first function of an insert 
is to give directions for use of the product, In candy, 
this function is, of course, not important. tveryone 
knows candy is to be eaten and everyone is presumed to 
know how. to go about eating anything. Yet it is con- 
ceivable, in view of the present campaign to promote 
candy as food, that directions telling how to eat candy 
and when to eat candy for greatest enjoyment would not 
be entirely out of line on a leaflet or booklet inserted 
in the assortment. Anything the manufacturer can do 
to make his product more enjoyable for the customer will 
have an influence on that customer’s return for more 
of the same. 

A second functon of the common insert is to give 
suggestions for wider use. The candy package insert may 
well suggest ways of serving candy, alone or in com- 
bination with other foods, thereby enhancing the taste 
appeal and giving the customer hints on occasions for 
giving and eating candy—that bridge party, the dinner, 
a picnic or similar coming events participated in by 
family or friends. In certain confectionery lines, this 
function also includes recipes for delicacies in which the 
candy in this package or in other packages offered by 
the manufacturer may be used. An outstanding example 
of this might be the so-called “chocolate bits” which 
have become so widely used in Toll House cookies in 
the past few months. 

Advertising other products of the manufacturer is one 
of the chief functions of the package insert. Usually the 
person who sees the insert is the person who has just 
bought. We presume this person is already sold on your 
line, but does he know what else you have for him? 
Here is an unusually excellent opportunity to tell about 
and sell other items. In this category we may include 
the individual package insert or the insert which goes 
into the carton for the jobber or dealer, The carton in- 
sert can often be the means for acquainting these re- 
sellers of deals and offers you have on other products 
in your line. 


Logical Place for 
Manufacturer’s Guarantee 


The package insert is also the logical spot for the 
manufacturer to guarantee his product. In this respect 
the confectionery manufacturers have long used the insert 
and have used it well. Unusual features may also be 
called to the attention of the customer on the insert. 
Here is the spot to emphasize some of the high points 
the customer has been told about in other forms of ad- 
vertising used by the manufacturer. There is no waste 
circulation in the insert, for every purchaser receives 
ene. Coverage is one hundred per cent. 


Repetition is the essence of good advertising. Thus, 
the package insert is a fine means for re-advertising your 
product to the consumer. Telling the customer something 
once, often amounts to telling him nothing. Repeat that 
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message several times and you will eventually reach his 
ear, or his eye, Further, offering of samples, booklets, 
recipes, etc. is a favorite use for the insert. In a limited 
way the candy package insert can accomplish this, al- 
though it would hardly be practical for the wholesale 
manufacturer to make an offer of a sample. On the other 
hand, however, the insert may call attention to a special 
holiday booklet describing and showing various assort- 
ments available for different occasions. By offering a 
booklet of this kind through the package insert, the 
manufacturer can readily obtain incidental information 
as to the types of customers his retail outlets are reach- 
ing and the the sales areas which are most active on his 
product. From a sales standpoint, offers of free informa- 
tion help the sales department to check on areas which 
require extra effort and promotion. Thus, the package 
insert can perform a double function when used in this 
way and for this purpose. 


Where there is something of real interest to get over 
to the customer, the package insert is probably the most 
effective means for accomplishing that purpose. Under 
the new Food-Drug Act, information about ingredients 
must of course appear on the outside of the wrapper. 
Nevertheless, you may have a very special message to 
bring about the “story behind” the ingredients used in 
your goods. If space and your wrapper design limit 
your ingredients message on the outside to a mere state- 
ment of fact, the superior quality of the ingredients may 
be described on the package insert. Appeals to taste, 
smell, and touch, worded in descriptive phrases, are im- 
portant factors in increasing the enjoyment of a product 
that is to be eaten or enjoyed through the sensatory 
nerves, Often these appeals are lost entirely unless called 
tothe attention of the customer. An attractively-designed 
and cleverly worded package insert can make a world 
of difference for the customer in the enjoyment of your 
goods. Why be reticent about the quality of your candy? 
Let the customer know about it, so he can enjoy it 
to the fullest and so he comes back for more. 


Most of us can remember when packages themselves 
were regarded as valuable and useful for only one pur- 
pose—as a container. For many years the package was 
something to protect the contents and insure delivery 
to the consumer in condition suitable for use. Today the 
advertising value and the atmosphere value of the pack- 
age are probably almost as great as the container value. 


As these atmosphere and advertising values become 
more important (and they cannot help that so long as 
candy is bought to be given away), the value of the 
package insert will grow. On the insert we can put 
information that he cannot go on the outside because of 
space and design limitations. The place for this is logic- 
ally on the insert. And the design and copy writing on 
the inserts should be placed in the hands of experts. 
An insert of this kind will almost always catch the at- 
tention of the customer merely by the fact that it is there, 
on the top of the candy, But a carefully planned insert 
can and will accomplish any or all of he functions listed 
here as effectively as any means at your command. 





“Christmas Packaging” a book published by Hinde & 
Dauch Paper Company, illustrating and describing 
Christmas packages, is coming out in its second edition. 
A complete new section has been added which includes 
15 recent and current Christmas packages. Free copies 
may be secured. 
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ow Clinic Member 


Cognizant of the im- 
portance of the consumer 
view-point in packaging 
and merchandising today, 
the Candy Packaging 
Clinic Board of THE 
MANUFACTURING CONFEC- 
TIONER has added a new 
member, representing the 
consumer viewpoint, to 
its distinguished group of 
analysts, The new mem- 
ber is Miss Helen Vance, 
who joined in the work of 
the Clinic for the first 
time at the session last 
month, 

In private life Miss Vance is Mrs. J. Boggs Kavan- 
augh, housewife and mother. As Helen Vance she con- 
ducts her own advertising and merchandising counsel 
service in Chicago. She was for a number of years on 
the staff of the Chicago Daily News and also spent 
several years in merchandising work with Marshall Field 
and Company. Prior to coming to Chicago, she did 
newspaper work in the South, doing articles and 
“columns” of special interest to shoppers on several 
newspapers. She is thoroughly conversant with modern 
trends in packaging and merchandising, but on the Clinic 
she is functioning as Mrs. Average Housewife, whose ap- 
praisal of candy packages and wraps will add a new and 
valuable slant to the reports of analyses of candy pack- 
ages and wraps considered by the Clinic, 


Miss Helen Vance 


Labeling of Bags 
Of Salted Nuts 


The Food-Drug Administration has rendered the fol- 
lowing opinion with regard to labeling of small trans- 
parent cellulose bags of salted nuts: In view of the fact 
that the vegetable oil ingredient is present in residual 
traces only as a result of the previous cooking of the nuts 
in the oil, we have not insisted that the name of the 
specific oil used be stated on the label. However, we do 
feel that in general the public has a definite interest in 
knowing the kind of nut being purchased. In order to 
insure compliance, we suggest that the specific name of 
the particular nut be prominently declared on the label. 
In order that the same transparent bag can be used for 
different kinds of nuts at different times, there would be 
no objection to inserting a slip with the name of the par- 
ticular nut beneath the cellulose or clipping a paper slip 
to the bag, giving the name of the particular nut, pro- 
vided it is conspicuous. 


Rock Candy Syrup 

Food-Drug Administration has this to say with regard 
to the use of the designation “rock candy syrup”: We 
think the designation “rock candy syrup” on a label for 
mixed table syrup would definitely imply that that ingredi- 
ent was the syrup remaining after crystallization of “rock 
candy.” Even though rock candy syrup and syrup made 
from what is termed “confectioners A sugar” may be 
essentially the same identity, we cannot escape the con- 
clusion that in order to avoid any possibilty of mislead- 
ing the purchaser, the term “rock candy syrup” should 
be used exclusively for the article generally known under 
that name. 
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THE 
CANDY 


PACKAGING 


CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of the Packaging Board are held Quarterly at M. C. Chicago Offices on 15th of the following months: January, April, July, October 


Pralines 


(Proposed design only) 
1 Ilb.—No price given 
CODE 8140—Description: A tele- 


scope box covered with white litho- 
paper and cellophane wrapped. 

Design: The principal design on the 
top panel of the box is an illustration 
depicting historical scenes of the set- 
tling of the Red River district in Can- 
ada. This illustration dominates the 
entire top panel and the name of the 
assortment is lettered in script type and 
shaded letters at the top of the panel. 
In the lower left corner is the name of 
the manufacturer. Each of the side 
panels of the box depicts a scene from 
the early history of the Red River set- 
tlement. The dominant colors in this 
box are green and red. 

Remarks: While the Clinic realizes 
that an attempt has been made to as- 
sociate a box of candy with an histori- 
cal event, it feels that the entire illus- 
trative treatment should be much more 
modern and less formal. There is 
nothing whatever in the present illus- 
tration to indicate that this box con- 
tains candy and not soap or summer 
sausage or an article of clothing. In 
the present treatment each of the five 
panels though treating with the same 
general subject, has no relationship 
with any other panel because of the 
fact that there is a distinct border 
around every illustration. The illus- 
trations themselves give a heavy formal 
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effect which is not in keeping with the 
selling psychology of candy. Illustra- 
tions on a candy box ought to portray 
the “lighter touch.” Even this could 
be accomplished with the general theme 
here if the artist would permit a humor- 
ous touch in all of his illustrations and 
then would combine or at least connect 
the five different scenes through any 
one of the many devices used so fre- 
quently today in modern art. It seems 
unlikely that the buying public would 
pay much attention to a box of Pralines 
on which the principal illustration de- 
picts the hardship to which the pioneers 
were subjected to settle the Red River 
district. The Clinic suggests a much 


lighter and less formal treatment 
throughout. 
Rarebits 

1 lb.—$1.00 


CODE 8240—Description: Cellophane 
wrapped, heat-sealed box covered with 
silver paper and printed in a pinkish 
red. 

Design: In the center of the box 
top the name of the assortment appears 
in reverse silver against a red back- 
ground in script lettering with the name 
of the manufacturer in the same script 
lettering but much smaller. The silver 
area of the box top was broken up by 
red dots placed at regular intervals. 
This silver and red dot design was 
carried down to the sides of the box, 
which was flat and long, much like the 


shape of a box for hosiery. At the lower 
left the description of the contents on a 
red panel in reverse silver lettering with 
the first line appearing on the top side 
and running over on to the front panel. 

Appearance on Opening: Interior 
of the box was divided into about a 
dozen compartments by a white rough 
cut divider each compartment contain- 
ing numerous small pieces of different 
kinds of chocolate candies of the 
bridge-mix type. Brown glassine cups. 

Sales Appeal: This is a retail shop 
package which has proven to be a good 
seller on the West coast. While the 
design of the box top could be con- 
siderably strengthened the Clinic feels 
that the candy itself and the reputation 
of this manufacturer will give the box a 
much greater sales appeal than the ap- 
peal which has been built into the box. 

Display Value: Use of a better shade 
of red for the box top design would, 
it seems, make this a much more ar- 
resting package in a general display of 
candy. If the box were displayed open, 
it is the Clinic’s opinion that the rather 
cheap looking divider would detract 
considerably from the general appeal 
of the candy itself. 

Remarks: It is the Clinic’s opinion 
that there is not enough contrast be- 
tween the silver and the red used in this 
particular design. A little more depth 
to the red in the lettering would give 
the entire box a good deal more 
“punch.” The consumer member of the 
Clinic suggests that the listing of in- 
gredients in red ink rather than in a 
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Write for samples, prices and a small 
box of wrapped caramels that prove 
every claim we make. If you wish, a trial 
roll will also be sent without obligation. 


RieceL Paper Corroration 2 


Our new Diafane Caramel Wrap offers three technical 
advantages worth your immediate investigation. In 
addition, the new low price means but a moderate in- 
crease in cost if you now use ordinary waxed paper— 
and offers more than 40% saving when compared with 
the cost of printed or plain transparent cellulose. 


Its natural tint complements the usual caramel colors, 
and heightens its glossy transparency. Brilliant 
printing is easily and economically achieved. 


Even in the hottest weather, Diafane Caramel Wrap 
will peel off cleanly, quickly and in one piece, without 
any sticking. It is odorless and tasteless, leaving only 
the fresh, rich flavor of the caramel when removed. 


It works on any machine at top production speed. It 
folds well and stays folded. 


342 Madison Avenue 
New Vork, fi. ¥. 
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reverse panel would make the ingredi- 
ents stand out to better advantage. Also 
in a box containing so many different 
pieces it would be well to list the names 
of the individual pieces somewhere on 
the box so that the buver would have 
some idea of what he is getting. A 
box insert would accomplish this. 


Bars 
24 count—2 oz.—5c 


CODE 8340—Description: A well 
designed carton containing 24 bars 
wrapped in silver foil half of which are 
packed in a counter merchandiser carry- 
ing out the same general color and de- 
sign features as on the carton and the 
bar wrap. 

Color: The carton has three colors: 
blue, red and silver printed on white. 
The bar wraps are predominately silver 
and white with the name of the bar in 
red letters outlined in silver and the 
familiar trade mark of the manufac- 
turer at the left outlined in blue. 

Design: The top panel of the carton 
shows a reproduction of the wrap bar 
as the dominant illustration against a 
blue background. Tying into this at 
the upper right is a red circle on which 
the price of the individual bar is given 
in white and shaded blue. Three lines 
of lettering in reverse white give bal- 
ance in their position at the lower left. 
The design of the bar wrap is simple 
but affective, the name being very dom- 
inant on the upper side in red against 
a white background, and the list of in- 
gredients in blue against a white back- 
ground, on the side, 

Appearance on Opening: The in- 
dividual 5¢ item consists of two small 
chogolate covered bars placed in a 
brown boat around which the entire 
foil wrapper is placed. 
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Sales Appeal: The entire get-up of 
this assortment of bars gives a very 
ircsh and bright appearance, especially 
the simple but attractive foil wraps on 
the individual bars. Incorporation of 
a counter display holding twelve of 
these bars is a very effective way of 
getting the retail outlet to give the best 
possible display to this new item. 

Display Value: There is no question 
about the display value of this item 
either alone or in its counter mer- 
chandiser. However, the clinic might 
suggest that the counter merchandiser 
be equipped with a device by means of 
which this merchandiser could be tilted 
slightly. In this way the very attractive 
wrapper could exert a greater influence 
on the passing impulse buyer. 

Remarks: This excellent bar follows 
through on all the expectations for it 
created by the shipping carton, the dis- 
play merchandiser and the bar wrap it- 





self. From the consumer standpoint it 
seems to be an excellent idea to divide 
the piece into two smaller bars and to 
give protection to these two pieces b. 
the use of a boat. The seal is so at- 
tractively placed on the main panel of 
the bar wrap that you really feel the 
manufacturer stands behind his _ bar. 
This is an excellent item and should 
grow into a real volume number. 





Assorted Chocolates 


1 Ib.—$1.50 


CODE 8440—Description: Square ex- 
tension edged box, cellophane wrapped, 
heat sealed. A red ribbon around the 
entire box at the left also a gold seal 
printed in black carrying the list of in- 
gredients and the names of the pieces 
in the assortment and the guarantee of 
the manufacturer. This seal is so 
pasted on the box that the first two or 
three lines of the ingredients listed show 
on the top side and then continue down 
on the side. The part of the seal 
which carries the price is perforated 
and has no glue so that if the box is 
used as a gift the price tag may be 
removed without interfering with the 
list of ingredients. 

Design: The entire design on the top 
panel of the box consists of the signs 
of the Zodiac and other figures and 
symbols used in the science of astron- 
omy. These are brown against a gold 
background, embossed. Around the 
edge in black type are the dates of the 
periods represented by the symbolic 
figures. In a square panel at the cen- 
ter is a large illustration of a globe 
uopn which the name of the manufac- 
turer appears. 

Appearance on Opening: Eight com- 
partments very cleverly arranged, with 
various type’ of chocolates interspersed 
with two groups of panned jordan al- 
monds and several foiled pieces. The 
upper layer is in its own individual tray. 
The lower layer containing the same 
kinds of pieces is less intricately di 
vited but also carries a few “spot” 


pieces. 
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EACH ITS OWN BEST 
SALESMAN IN “CELLOPHANE” 
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ag ANY years of merchandising experience have 

brought out one important fact,” say D.Goldenberg, 

Inc. “Namely, that packaging a wide range of products in 
‘Cellophane’ makes each one its own best salesman.” 


Dealers nowadays almost always give “Cellophane” 
wrapped units front-line display position. They have found 
that sparkling “Cellophane” cellulose film attracts cus- 
tomers’ attention quickly. It says “Candy is Delicious 
Food” instantly and effectively . . . stops the shoppers— 
and makes them buy on impulse. 





PACKAGING IDEAS: 


> We'll gladly help you work out new 
packaging ideas for your line. No obli- 
gation. Just write: “Cellophane” Divi- 
sion, Du Pont, Wilmington, Delaware. 


ello hane 


TRADE MARK 


**Cellophane” is a trade-mark 
of E. I. du Pont de Nemours 


& Co. (Inc.) 
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Box Findings: Embossed padding 
underlined with glassine, brown glassine 
cups, four gold foil pieces, an individual 
tray for the upper layer, tissue paper 
padding between this and the lower layer 
and a wax paper liner whose ends ex- 
tend above the upper layer as “flies.” The 
upper layer is divided by diagonal di- 
viders and in combination with a 
smaller square divider these form four 
small compartments in the center of 
the layer with the corners of the large 
square pointing to the center of each 
side of the box. These dividers are 
gold edged. The lower layer is more 
simply divided with white dividers. 
There is also a box insert with a 
humorous astronomical illustration in 
gold on the cover and suggested menus 
for luncheons and a humorous astrology 
reading for the recipient on the two in- 
side pages. 

Sales Appeal: This is a good value 
for the money and the manufacturer has 
retained it in his line for quite a num- 
ber of years, indicating that it is still 
one of his best sellers. 


Display Value: Here is a fine ex- 
ample of the adaptation of a theme for 
a candy box design which has no re- 
lation whatever with candy or candy 
eating. In this particular case it seems 
to have been the desire of the manu- 
facturer to create a rich looking pack- 
age for his better line of chocolates 
which would interest the customer and 
thatthe quality of the candy contained 
in the box would bring him back for 
more when this was gone. 

The Clinic believes that: these boxes 
are often used as re-use containers by 
the persons who receive this candy as a 
gift. 

Remarks: The Clinic would like to 
see a wider use of box inserts by the 
wholesale manufacturers of better 
quality chocolate. Their use by the re- 
tail manufacturer is a rather common 
practice. There is no question that they 
do add interest to the assortment, 
especially when they are cleverly de- 
signed and humorously presented. The 


one criticism on this box is the use of 
the ribbon. While it does not add a 
great deal of expense to the box cost, 
the design of the box top is so rich as 
to need no further embellishment. 





Chocolate Covered Nuts 
and Mints 


1 lb.—$1.00 


CODE 38540 — Description: Heat 
sealed, cellophane wrapped extension 
edged box covered with pale green 
litho paper with the name of the as- 
sortment and manufacturer embossed in 
gold and the dominant illustration 
lithographed in four colors: green, red, 
blue and yellow. The information on 
the end panels is printed in gold. Out- 
side of the cellophane wrapper is a 
seal printed in black on gold carrying 
the price, list of ingredients and the 
manufacturer's guarantee. There is 
also a smaller embossed seal which 
lists the type of candy to be found in 
this package. The price part of the 
main seal is removable. 

Design: The principal design on this 
box shows a large bouquet of cut flow- 
ers with the word “Corsage” in the 
upper right hand corner. The illustra- 
tion used on this box in no way por- 
trays a corsage and it is the opinion 
of the Clinic that this assortment is 
misnamed so long as this particular 
illustration is used. Our idea of a cor- 
sage is of a small bouquet of small 
flowers to be carried in the hand or 
worn on a dress. The bouquet shown 
here, while it is attractively colored 
and faithfully portrays a rose, a car- 
nation, a chrysanthemum  and_ other 
large flowers, is the type of bouquet 
one would expect to use in a vase or 
an urn, 

Appearance on Opening: Two layers 
of attractively packed chocolates in 
nine sections. Each of the corner sec- 
tions contains one piece wrapped in 
green foil which nicely breaks up the 
monotony of the chocolate color. The 


package shows careful planning and 
packing, and the individual pieces ref- 
lect skillful workmanship. 

Box Findings: Embossed padding 
with a glassine underliner over the 
upper layer. The upper layer has its 
own individual tray and this is com- 
pletely wrapped in a cellophane sheet. 
Brown glassine cups, gold edged div- 
ider and four foil pieces in upper layer. 
Between the upper tray and the lower 
layer is a “shock absorber” of white 
tissue paper. The bottom layer is div- 
ded similarly to the upper layer, but 
here a rough-cut white divider is 
used. Brown glassine cups. It is note- 
worthy that the bottom layer of this 
assortment reflects the same careful 
packing as the upper layer with the ex- 
ception that a cheaper type of divider 
is used. 

Sales Appeal: At the price of $1.00 
this assortment should be a good seller 
even though the Clinic feels that the 
use of a pale green paper does not par- 
ticularly enhance the appearance. 

Display Value: To the customer the 
use of the word “corsage” to designate 
this box may not cause the same re- 
action as that alluded to above. The 
green used in this box looks as though 
it might fade very easily if it were ex- 
posed to strong light and thus, affect 
its display value. By the appearance of 
this box one might be led to expect an 
assortment of summer candies instead 
of chocolates. 

Remarks: The reactions of the Clinic 
on this box have been listed under the 
various subdivisions above and require 
no repetition. The Clinic believes that 
this is a very good value for $1.00. 





Glace Nuts 
10 ozs.—49c 


CODE 8640—Description: Cellophane 
wrapped vacuum tin. A _ label lith- 
ographed in two colors on white paper 
around the side. 

Design: Continuous design showing 
illustration of the candy in light brown 
against a white sunburst and super- 
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SCANDIA UNIVERSAL 
CELLOPHANE 


WRAPPING MACHINES 
SEMI AUTOMATIC 


FEATURES 
CONSTANT SPEED PAPER FEED 
CUT-OFF KNIFE—BALL BEARING MOUNTED 
ROTARY MOTION—NO CAMS 
ADJUSTABLE FOR VARIOUS SIZES 
PACKAGE ALWAYS FULLY VISIBLE 














ALSO FULLY AUTOMATIC MACHINES 
WRITE FOR CIRCULAR 


VERNON H. CRAGGS & (0. 


BLDG.., 
FAYETTE & CHARLES” STS.. BALTIMORE, MD. 
Write for Circular and Full information 
Cable Address *"Craggs"’ 








imposed against a yellow and blue 
blackgrond. Above this illustration is 
the word “Superior” in script and under 
it the words “Nut Glace” in modernistic 
type reverse yellow against blue. The 
trade mark of the manufacturer is 
underneath this in reverse white. To the 
right of the illustration in a white small 
diagonal panel is the listing of ingred- 
ients in brown type. 

Appearance on Opening: A mixture 
of glaced popcorn and peanuts. 

Box Findings: Over the candy a 
disk of corrugated glassine. The side 
wall of the tin is also lined with this 
corrugated glassine. There is also a 
disk of corrugated glassine underneath 
the candy and between the candy and 
this liner is a disk of wax paper. 

Sales Appeal: The Clinic feels that 
this type of packing for goods of this 
kind is an excellent idea to prevent it 
from becoming stale. However, certain 
refinements should be made in the label 
around the tin to give greater appeal 
to the purchaser. (See remarks below) 

Display Value: This particular type 
of tin is easily displayed in any type of 
retail outlet but particularly so in food 
stores and the like. However, here again 
careful attention must be paid to the 
design of the label so that the tin is 
definitely identifiable as a candy item 
and not coffee or tobacco or something 
else. 

Remarks: In developing a label for 
a candy tin great attention must be paid 
to the reproduction of the illustration. 
On this particular tin the candy shown 
on the panel is not clear enough to im- 
mediately identify it as candy. If the 
word “Nut Glace” were not so promin- 
ently displayed underneath this illus- 
tration it would be practically impos- 
sible for the customer to identify the 
contents of this tin. There is another 
problem in connection with this type of 
vacuum tin which must be given careful 
consideration in the design of the label. 
In opening the tin with the key, part of 
the label is torn away and while this 
particular manufacturer has perforated 
the label so that an even tear would 
result all around on opening, the design 
was carried too high and part of it was 
destroyed when the tin was opened. The 
Clinic feels however that the use of a 
continuous design for this type of con- 
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tainer is a good idea as it gives the cus- 
tomer full view of the main panels on 
three sides. The Clinic believes this 
label could be materially improved 
without the addition of extra cost. 





Mint Chews 
10 ozs.—49c 


CODE 8740 — Description: Vacuum 
tin with lithographed paper label wrap- 
ped in cellophane. 

Design: Lithographed paper label 
around the side of the tin is in three 
colors, green, blue and red against 
white. The main panel of this label 
carries the name of the manufacturer 
in red at the top center. Melow this, in 
large modernistic lettering, the name of 
the candy. At the bottom, a mint leaf 
design in the center of which is an il- 
lustration of an old Southern Colonel 
holding up a mint julep. The sec- 
ondary panel consists of a block of 
green at the top and blue at the bottom 
with an outline illustration of a mint 
julep in red. Through the center of 
these two blocks runs a white band on 
which the list of ingredients is printed 
in blue. These two panels are carried 
out twice on the complete label. 

Appearance on Opening: Chewy can- 
dies containing nuts, in small squares, 
each individually wrapped. 

Box Findings: Corrugated glassine 
disks and side wall liner prevent the 
candy from coming in contact with the 
tin, and each piece is wrapped in wax 
paper. There are about 50 pieces in the 
tin. 

Sales Appeal: Use of the light colors 
and the mint designs on this label make 
this a very attractive summer package. 
There is a clever play on words used in 
the manufacturer’s name for this 
assortment. 

Display Value: The Clinic feels that 
the manufacturer has achieved a much 
more descriptive and illustrative design 
for this label. The entire treatment of 
the label design carries out the idea of 
the type of candy the customer might 
expect to find in his tin. 

Remarks: On this label, again, the 
design was carried too high so that part 
of it was destroyed on opening. In gen- 
eral, however, the treatment of this 


label is very satisfactory and there is 
no question in the mind of the customer 
as to the contents of this tin. The colors 
and design are well chosen. 





Pecan Glace 
10 ozs.—49c 


CODE 8840—Description: Medium 
size vacuum tin with lithographed label 
and a cellophane wrapper. 

Design: Lithographed label in two 
colors, brown and yellow against white. 
The background for the label consists 
of life-size reproduction of the candy 
contained in the tin, in brown, over 
which are superimposed two rough 
panels in yellow on which the name 
of the manufacturer appears in brown 
outlined in white. Abaut a third of the 
distance from the bottom of the can 
there is a white band completely around 
the can on which the name of the candy, 
the ingredients and other information 
is printed in brown. 

Appearance on Opening: Glacéd 
Pecans. 

Findings: Wax paper is used for the 
inner lining of the can as well as for 
the protective pad above and below the 
contents. 

Sales Appeal: Limited. 

Display Value: See remarks below. 

Remarks: The Clinic feels that the 
manufacturer has not been very fortu- 
nate in the selection of a label design 
for this vacuum tin. While conceding 
that the conception of the label idea is 
good, definite improvement in the ex- 
ecution of this idea would, we believe, 
make this a more attractive tin for the 
customer and would lend itself to a bet- 
ter type and wider variety of display. 
The illustration of the pecan nuggets 
on the present label is not clear enough 
to identify the candy. 





Chewy Bar 
2 ozs.—5c 


CODE 38940—Description: Coated 
cellophane wrapper in yellow on white, 
printed in brown and red. 

Design: The main panel of the wrap- 
per carries the name of the bar in 
dominant lettering printed brown and 
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shaded in white. At the upper right 
is the price and underneath the name 
of the bar, in script, is the qualifying 
statement describing the bar. Under- 
neath this in small type the list of in- 
gredients. At the upper left in red a 
small diamond shaped panel in which 
are printed the words “3 Pieces.” The 
side walls repeat the name of the bar 
with horizontal red lines running to the 
left and the right. The back side of 
the wrap shows an illustration of a 
lamp which is being used as a premium 
by the manufacturer in return for a 
certain number of wrappers and cash or 
stamps. 

Appearance on Opening: The entire 
bar consists of three strips about 6 
inches long and about an inch thick. 
The center strip has its own individual 
wax paper wrapper and another piece 
of waxed paper around the group wraps 
the three pieces into one unit. 

Sales Appeal: The appeal of this 
bar would be much greater for children 
than adults. There is nothing about 
this wrap design which makes it in any 
way different or outstanding from a 
dozen other bars on the market today. 
The Clinic feels that this number will 
show its greatest volume in stores near 
schools or stores whose candy cus- 
temers are principally children. 

Display Value: Fair. The clinic 
does not believe that the division of the 
bar into three pieces and the special 
calling attention to this fact by the 
manufacturer will have a very great 
effect on the sales of this item. 

Remarks: There is a feeling among 
the clinic that the designer of this wrap 
went overboard in trying to get too 
much design and information in a 
limited area. This refers particularly 
to the premium offer which, the clinic 
believes, should be made by a special 
display, quite apart from the bar wrap 
or the 24-count carton. The value of 
the wrapper in redeeming the premium 
could be stated in one line of type. Use 
of red as an additional color on this bar 
wrap seems a needless expense since the 
additional color adds very little to the 
general appeal of the design. The Clinic 
suggests the name of the bar be 
hyphenated. 


Divinity Bar 
2% ozs.—5c 


CODE 981040—Description: Coated 
cellophane wrapper in light and dark 
blue. 

Design: Consists of triangles in light 
blue at the upper left and lower right 
with a diagonal transparent strip run- 
ning from the lower left to the upper 
right on which the name of the bar and 
other information is printed in dark 
blue. One of the back panels contains 
a line drawing of a premium and a 
description of the premium offer in dark 
blue type. 

Sales Appeal: Some of this candy 
is dark and some is white, the same 
wrapper being used for white and dark. 
Displayed in their carton these bars 
with their transparent wrappers are 
very appealing particularly to the sum- 
mer trade. 

Display Value: Excellent. 

Remarks: The Clinic has no sug- 
gestions to offer on the bar wrap itself 
and feels that the manufacturer has 
achieved an unusually appealing piece 
through allowing the bar to display 
itself in combination with the attrac- 
tive coloring used judiciously on the 
wrap. As for the carton, it might be 
well to attempt to carry out the duplic- 
ate of the bar wrap design on the out- 
side, although this is not essential since, 
of course, the prime function of the 
carton is for convenience in shipping 
and is probably not very often used for 
display purposes. 


Fruit & Nut Assortment 
1 Ib.—$1.00 


CODE 81140—Description: 
phane wrapped, heat sealed extension 
edged telescope box. The box top is 
covered with buff lithographed paper on 
which the name of the manufacturer 
and assortment are embossed in gold. 
The upper left and lower right hand 
corners are illustrations diagonally 
placed. A blue ribbon is tied across the 
two corners (lower left and upper 
right) which do not have any illustra- 
tive material and this color band suc- 


Cello- 


ceeds in giving unity to the entire de- 
sign. 

Design: Lithographed illustrations 
of fruits and nuts in several colors 
make a bright and attractive box top. 
The use of ribbon to tie these together 
gives unity to the entire setup and the 
ribbon was particularly effective be- 
cause of the absence of a bow, which 
would have had a general confusing 
effect. 

Appearance on Opening: Chocolate 
coated fruits and nuts in seven com- 
partments with panned jorden almonds 
and one foil piece to give contrast. The 
lower layer was similarly divided but 
contained two foiled pieces and only 
one cup of almonds. The package 
showed careful planning and packing. 

Box Findings: Embossed padding 
above upper layer, individual tray 
wrapped in a cellophane liner, brown 
glassine cups, gold edged divider placed 
diagonally to form seven compartments. 
White tissue paper between tray and 
lower layer, rough cut white dividers in 
lower layer and brown glassine cups, 
gold foil on four pieces. 

Sales Appeal: The design and execu- 
tion of this box top should make this 
a good selling fall package. 

Display Value: Good, because the 
illustrations of fruits and nuts are 
clear and the colors used for them are 
very exact reproductions of the real 
thing. 

Remarks: This is a very smart look- 
ing package and well worth a dollar. 
The box shows excellent taste through- 
out and the use of the blue ribbon on 
this package was unusually good both 
to beautify it and to complete the de- 
sign. 


Chocolate Assortment 
1 lb.—60c 


CODE 81240—Description: Cello- 
phane wrapped, heat sealed extension 
edged telescope box. Box top covered 
with litho paper in blue with a center 
oval design in white and magenta. 
The list of ingredients, the guarantee 
of the manufacturer and the price ap- 
pear on a gold label pasted to the out- 
side of the cellophane wrapper. 
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Design: A simple and attractive de- 
sign. The overall blue color used on 
the box top paper is broken by a re- 
verse white circle in which a colonial 
scene is depicted as a silhouette illus- 
tration in magenta. The name of the 
manufacturer is printed in gold at the 
upper left running into the white panel. 
The name of the assortment is at the 
lower right and similarly runs into the 
center panel tying all three units into 
one general design. The center panel 
is framed in a circle of white dots. 

Appearance on Opening: Two layers 
of rather large size chocolates with foil 
pieces spotted in each layer to give 
contrast. The size of the pieces was 
larger than the size used for higher 
price candy. 

Box Findings: Glassine—underlined 
embossed padding over the upper layer. 
A sheet of wax paper around both lay- 
ers. Brown glassine cups and white 
dividers in upper layer. Underneath this 
layer a brown layer board and padding 
of white tissue paper. The lower layer 
is the same as the upper layer with the 
exception that no foil is used. 

Sales Appeal: Sales appeal of this 
assortment falls a trifle below the ex- 
pectancy created by the cover design. 


Display Value: Good. 

Remarks: This assortment is de- 
signed to appeal to the lower priced 
market but as suggested above, this 
box design might be more affectively 
used for higher priced and_ higher 


A 
CARTON DESIGN 
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quality candy. It is a good design 
whose drawing power might, we be- 
lieve, be adopted to greater advantage 
for higher quality candies. 


Penny Goods 


120 count—price lc each 
(shipping carton) 


CODE 81340—Description: Oblong 
package of boxboard the top of which 
is covered with litho paper in brilliant 
blue, yellow, red and green. The name 
of the candy is in large script on a 
diagonal center panel and other de- 
scriptive information is carried on the 
end panels. 

Design: This is one of the most at- 
tractive designs for this type of package 
ever to come before the clinic. The 
upper panel is in pink over which is 
a profusion of large size illustrations in 
various colors is imposed. Diagonally 
across this general design is a solid 
blue block on which the assortment 
name in script is carried in reverse 
white, outlined in yellow. The manu- 
facturer’s seal and the price of the in- 
dividual pieces tie into this center panel. 
The long sides of the container carry 
out the same design idea, while the 
short end sides repeat this design but 
also include other information. 

Appearance on Opening: This con- 
tainer is divided into three sections by 
three deep trays, each of which car- 
ried several layers of cellophane 


wrapped hard candies selling at a penny 
a unit. Use of colored cellophane (red, 
green, blue, yellow and _ transparent) 
and the color of the candy itself makes 
this a most attractive display item. 

Sales Appeal: Excellent. 

Display Value: Excellent. 

Remarks: It is a rare treat to ex- 
amine an assortment which has the all- 
around excellence found in this one. 
The manufacturer has sought and found 
a way of making this candy, which is 
particularly appealing to children, so at- 
tractive that it is difficult to imagine 
any child with a penny to spend pass- 
ing these candies. The riot of color 
used on the cover and the same color 
scheme carried out in the penny units 
inside make this one of the most at- 
tractive packages of any kind which 
the Clinic has ever examined. 


Taffy 


1 lb.—No price given 


CODE 81440—Description:  I[nex- 
pensive boxboard telescope box, bottom 
part covered with white paper and top 
part covered with coated cellophane. 

Design: Ocean scene with a large 
sail boat at the right, cloud effect in the 
background in reverse white, with let- 
tering in red outlined in white and blue 
in dominant large letters across the 
top. The name of the manufacturer is 
in script type above this at the left 
and underneath, the list of ingredients. 
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The side panels carry out a wave effect 
which is continuous completely around 
the box. 

Appearance on Opening: Two layers 
of five tiers of wrapped pieces of taffy, 
seven pieces in each tier. Each tier of 
pieces is wrapped in a different color 
waxed paper wrapper, in green, blue, 
red, brown and yellow, and_ each 
color represents a different flavor. The 
lower layer also contains a tier of 
pieces wrapped in white wax paper. 

Sales Appeal: 

Display Value: Very good. 

Remarks: This is the first box to be 
examined by the Clinic which employs 
the use of coated cellophane for the 
box top. While the design of this 
particular box label is not unusual yet the 
execution of this box top gives a very 
bright and attractive appearance by the 
use of two shades of blue, some red, 
and large expanses of white. There is 
a definite “nautical” atmosphere about 
this box and there is little question 
that it is showing good volume in the 
Eastern market and other areas where 
so-called salt water taffy is a great 
favorite for summer. Use of the cello- 
phane covering for the box top makes 
it possible in this particular case to use 
inexpensive box board since the opacity 
of the coating on the cellophane 
hides the dull grayish color of the box- 
board and the color and sheen of the 
cellophane are permitted to exert all of 
their influence on the buyer. <A very 
bright and attractive package. 


Very good. 


Unpublished Reports 
From Previous Clinic 


Mint Leaves 
7 oz.—25c 


CODE 5840—Description: Cellophane 
wrapped, heat sealed telescope box 
printed in green and orange. The box 
top is covered with white flint paper. 

Design: There is a solid band of 
green running down the left edge of 
the box. Into this is tied an illustra- 
tion of three mint leaves. To separate 
this green band from the white back- 
ground of the remainder of the box 
top there is an orange border. The 
mint leaves at the bottom in turn tie 
into the colonial figure used by the 
manufacturer as his general trade 
mark. Over this figure in large script 
leters is the trade mark name as well 
as the name of the assortment. 

Appearance on Opening: Seven tiers 
of crystallized cream candies in four col- 
ors, yellow, pink, white and green 
shaped like leaves. Crystallization and 
color choice makes a very appealing 
summery assortment. 

Box Findings: Embossed padding 
underlined with glassine and white 
glassine cups. 

Sales Appeal: Sales appeal of this 
asortment is about on a par with the 
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other assortments like it. The color of 
both the box as well as the color of the 
candy is in the same mood and offers 
a good change to the customer who has 
been buying chocolate for the last six 
or eight months. 

Display Value: Good. 

Remarks: There is good unity in 
design used in this box. Each separate 
feature has been made to tie in with 
the next one. The lettering, too, seems 
to be more proper since the style of 
lettering used in the name of the as- 
sortment seems to convey the idea pre- 
dominating. 


Assorted Chocolates 
1 lb.—75c 


CODE 5940—Description: Cellophane 
wrapped telescope box. Cellophane is 
secured with scotch tape. The paper on 
the box top is loose wrapped. It is the 
opinion of the Clinic that this is too 
good a paper to be used on a candy 
box. It has the appearance of a book 
paper or wood pulp paper. However, 
a flint or a good litho offset paper 
would be less expensive and would lend 
itself to a greater variety of uses so 
far as design and lettering are con- 
cerned. A great deal of money has ap- 
parently been spent on the cover paper. 
Box is printed in three colors. 

Appearance on Opening: Light and 
dark chocolates in medium sized 
pieces, two foil pieces spotted in the 
upper layer to break the monotony of 
the chocolate color. Gloss and stringing 
were excellent. 

Box Findings: Waxed paper over 
upper layer. Brown glassine cups and 
a piece of waxed paper and brown 
layerboard between upper and lower 
layer. Silver and gold foil on two 
pieces. 

Sales Appeal: This particular assort- 
ment has been on the market for five 
years and is carried in 1, 2, 3, and 5 
Ib. sizes. It is sold through the manu- 
facturer’s own stores, exclusive agents 
and sub companies. The present volume 
of this box estimated by the manu- 
facturer seems sufficient to indicate 
that the present assortment has good 
sales appeal in the territory where it is 
sold. 

Display Value: Good. It is usually 
shown in connection with window cards 
and other material supplied by the 
manufacturer. The manufacturer de- 
sires re-design ideas on this paper box 
and the artist member of the Clinic 
will show a re-design in next month’s 
issue and will discuss the package in 
detail at that time. 

Remarks: There are a number of 
things which might be done with the 
design of this box particularly if litho 
paper or a good flint stock is used to 
cover the box top. However, description 
of these features will be found in next 
month’s issue. 


Toffee Bar 
1% oz.—5c 


CODE 51040—Description: Bars are 
wrapped in gold foil printed in black 
and red. Twenty-four bars are packed 
in a transparent counter merchandiser 
with a cardboard “flag” at the rear. 
The back portion of the counter mer- 
chandiser is gold cardboard printed 
in black and red showing an illustra- 
tion of an old fashioned English inn 
with the name of the bar in red letters 
outlined in black very prominently dis- 
played. The bottom of the merchandiser 
is cardboard to which the celluloid 
sides have been stapled. Between each 
layer of bars there is also a cardboard 
layerboard. 


General Remarks: This is a very 
good eating bar very attractively 
wrapped and tastefully and attractively 
displayed. Use of the celluloid on three 
sides of the merchandiser gives the 
customer full view from any angle. It 
is a fine impulse buying set-up. Use 
of the cardboard box top over this 
merchandiser for shipping protects it 
in transit. 


Mint Assortment 
1 Ib.—39c 


CODE 51140—Description: Square 
telescope box wrapped in cellophane 
which is heat sealed. Box top covered 
with light green litho paper with dark 
green and red design. Again, the con- 
ventional colonial figure used as a trade 
mark by this manufacturer runs across 
the lower portion. Above this the trade 
name of the candy, and underneath, the 
name of the assortment. 


Appearance on Opening: Green jelly 
pieces, spots of licorice and panned 
pieces. The entire single layer of this 
assortment has been divided into 26 
compartments with the green jelly 
pieces predominating. The creams, lic- 
orice and panned pieces are inter- 
spersed among the green in such a 
manner as to give a very interesting 
over-all appearance. 


Box Findings: Square waxed paper 
over layer. Green dividers and white 
glassine cups. 


Sales Appeal: As a summer assort- 
ment this particular box will appeal to 
a variety of tastes and should make an 
excellent gift box. Use of the black 
candy gives a customer highlights on 
which to concentrate, from a display 
standpoint. 


Display Value: Excellent. Particu- 
larly when the box is shown open. 

Remarks: The design of the box top 
is very well balanced and the green 
used is the right shade for a mint pack- 
age. At 39c a lb. the customer is getting 
a good value in this package. 
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CREDIT AND COLLECTION 
In the Confectionery Industry 


By ARTHUR L. STANG 


Credit and Collection Manager 
Cracker Jack Company and 
Angelus-Campfire Company 


(Continued from July) 


Does the seller really sacrifice a premium to the buyer 
who is able to take advantage of a cash discount? Let 
us see. If merchandise is worth $50.00 for 60 days and 
$49.00 for 10 days, the merchandise is not worth any more 
at the end of 60 days than at the end of 10 days. If 
that is true, then what is the additional $1.00 paid by 
the debtor who takes the full time? Isn’t it the cost to 
that debtor for carrying his own credit risk? 

The payment of that $1.00 at the end of that 60 days 
helps to pay the bad debt losses caused by others in addi- 
tion to the collection cost of all those who can be put in 
the same risk classification. Isn’t it true, then, that the 
buyer who takes the discount is in reality paying only for 
the actual cost of the goods? 

Now, let us pause for just a moment and see how 
much this cost is that the debtor, who is an inferior risk, 
has to pay for his financing, by his vendor. The dis- 
count in the above case being $1.00 divided by the actual 
cost of $49.00, equals 2.04 percent for 50 days or 14.68 
percent for one year. Clearly, if money is worth 6% 
then this inferior risk is paying 8.68 per cent more for 
his financing by his creditor than a bank would ordin- 
arily charge him. 

What should be our attitude then when a debtor takes 
a cash discount to which he is not entitled? As a mat- 
ter of principle and theory, we should decline to accept 
the check and insist on full payment. But is this always 
practical? Suppose that the discount deducted is only 
32c. From a practical point of view, should we spend 
maybe $2.00 of our firm’s money to insist upon our 
principle and then probably end up by dropping the mat- 
ter or perhaps losing our entire bill and probably a 
customer? Here again the credit department can only 
seek to educate the customer to live up to his obligation. 

It is not enough, in my opinion, to publish the list of 
those who take unearned discount, as our Secretary’s 
office does, as helpful as that is. A survey of both the 
returned goods and cash discount problems should be 
made, facts obtained, and a recommendation from such 
a study sent to the membership at large. 

Department stores give no cash discounts. Would it 
slow up collections if we likewise gave no cash discounts 
and showed on the slow debtor’s invoice a true charge of 
financing by the seller at a cost, let us say, of 6% to 
such debtor? After all, we like to quote terms of 2%-10 
days, net 30 days, whereas actually the terms under which 
we sell are made by our collection turnover. For example, 


for August, 1940 


suppose at the end of the year we find our accounts 
receivable outstanding to be $120,000.00 and our sales 
$720,000.00 in that period. Our collection turnover, 
then, is 60 days, that is, $120,000.00 represents 60 days 
sales outstanding. Wouldn’t it be much more logical, 
then, if instead of adopting fixed terms and accepting 
orders from those who we know cannot pay within that 
fixed time, we could adjust our terms to our customers’ 
ability to pay? Of course, this would have to be based 
on the turnover as suggested above to make it uniform. 

We continue, though, to sell customers we know can- 
not pay in 30 days, hoping perhaps that each of us may 
be the lucky one to get his money on time. Some credit- 
ors are going to be disappointed and those who are lucky 
enough to get their money on time, do so at the expense 
of some other creditors. Are we not, then, in that case, 
competing with one another for an insufficient amount 
of money that the debtor has to do business with? 

This often leads the debtor to seek some relief from his 
creditors. Outside of bankruptcy and through and by 
the action of creditors acting as a whole, this may take 
one of the following forms: 1. The extension agreement. 
2. Compromise settlements. 3. Assignments. 


Extension Agreements 


Involve All Creditors 


The extension agreement is one in which all creditors 
by contract acting together agree to extend the time of 
payment of the obligations of the debtor to them, to some 
later date. Very often a trust agreement is drawn up be- 
tween the debtor and the individual acting for creditors, 
and all claims against the debtor are then assigned to 
the individual. This prevents some creditors, who have 
agreed to the extension, from later insisting on prompt 
payment. This also places the individual in a strong 
position to dictate to the debtor and if necessary compel 
liquidation. Such an agreement should be supported 
only in the following cases: 

1. Where the debtor’s finances have not been seriously 
impaired and when the causes of his embarrass- 
ment may be only temporary. 

Where the debtor is honest. 
Where the extension agreement will accomplish 
the rehabilitation of the debtor. 
Where the cause and condition of the debtor's 
present position is definitely understood. 
5. Where the debtor has been found competent to 
extricate himself with the help of his creditors. 

Without going into the legal aspects of this mode of 
settlement, creditors should consider carefully whether 
this procedure is the correct one before entering into it. 
Very often the extension agreement, after an investiga- 
tion of the debtor’s affairs is made, is found to be futile 
as the debtor’s affairs are too involved and it is highly 
improbable that the debtor will even pay his obligations 
in full. In such a case the debtor then may offer his 
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creditors a certain percentage of his obligation to each 
provided each creditor will release the balance of the 
obligation. Such a settlement, called a compromise set- 
tlement, is a contract between the debtor and his creditors, 
wherein the signers of the contract agree to release the 
debtor from a stated percentage of his indebtedness, in 
consideration of each of the other signers promising to 
do the same thing. 

In the same manner as the extension agreement just 
explained, creditors may assign their claims to an in- 
dividual or a committee who may proceed to negotiate 
for all creditors whose assignments he holds. Thus the 
composition settlement, if accepted, by agreement, is in 
theory a sale of the debtor’s assets to himself at the best 
possible price and at the lowest possible cost to creditors. 

When is such a composition, or sale of the debtor’s 
assets to himself, justified? That is a very natural 
question. If a debtor is honest, competent, although un- 
fortunate, it is as much the duty of business to help 
such a debtor as it is to subscribe for the relief of a 
community stricken by some unfortunate catastrophe. 


A dishonest debtor should not receive any considera- 
tion from the credit fraternity at large. If the debtor 
puts through a settlement entirely favorable to himself 
he deliberately cheats his creditors. On the other hand, 
if one is put through too favorable to his creditors, then 
the creditors have not only handicapped the debtor but 
have made it possible that at some later date the debtor 
will either have to put through another settlement or 
liquidate his business. In a great many cases, creditors 
and debtors alike, haggle over a settlement like a bunch 
of fish wives. The paramount thought in the minds of a 
number of credit men is “How much does he offer?”— 
never “How much can he offer?” 


A stiffer attitude will make for efficiency on the part 
of our debtors, whereas a lax attitude toward such set- 
tlements will only invite them. Again, a debtor who is 
financially involved and wishes to perhaps choose his 
method of settlement with his creditors, feels that he 
would like someone friendly to himself to either liquidate 
his business or carry it on. He makes an assignment 
to that individual which is known as an assignment for 
the benefit of creditors. 


Assignment for 


Benefit of Creditors 


By this action, the debtor transfers all his properties 
to an Assignee, as he is termed, whose duties are to col- 
lect, preserve and distribute the assets assigned to him 
without favor. As the assignment is under Federal Law 
and Act of Bankruptcy, creditors who often feel that the 
Assignee is too friendly to the debtor, may file an In- 
voluntary Petition in Bankruptcy against the debtor. 
Sometimes, the debtor himself will make an assignment 
for the benefit of creditors, feeling sure that an in- 
voluntary petition will be filed against him. 

My chief reason for bringing forth those three actions, 
which are actions brought about by the creditors or 
debtor without, as we might say, benefit of clergy (the 
court in this case being the clergy), which of course 
eliminates any possible court costs, or large attorney’s 
fees in the conduct of such an estate, is that I want to 
emphasize the absolute necessity of cooperation of all 
credit men in the industry. You can see from what I 
have said the need for: 1. Impartial investigation of each 
embarrassed debtor’s affairs. 2. Consolidation of all 
claims at one principal source. 3. Prompt and efficient 
action as a group, based on factual information. 

When anyone in the industry receives information that 
a debtor is in trouble a report could be sent to some 
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central office, previously determined upon, and immediate 
contact could be made with the debtor from this office. 
Under certain general rules and regulations previously 
formulated by committees, the names of creditors could 
be obtained by and through this contact and rigid and 
complete investigation made of the debtor’s affairs. By 
an assignment of each creditor’s claim to this central 
office, the ground work would be completed. This in- 
vestigation of the debtor would disclose the form of 
procedure necessary to be followed. 


Our Secretary's office, recognizing this need of coopera- 
tive effort, has for sometime published monthly its past 
due accounts service, firms who refused sight draft ship- 
ments, delinquents reported by five or more manufac- 
turers in the past due accounts service, their returned 
goods report. All these indicate a willingness and a direct 
effort for cooperation. I earnestly urge each and every 
one to do all he can to cooperate and become a part of 
those most valuable services. 





Announce New Material 
For Candy Packaging 


A new packaging material, “Colorgated” that combines 
the best features of corrugated board and fancy papers, 
has been placed on the market. Colorgated’s striking 
all-over patterns are printed direct on corrugated board 
and as many as six colors are possible in a single 
press run, giving effects similar to the fancy papers. 
Colorgated can be used for candy boxes where both 
strength and beauty are necessary, as for instance in 
colorful shipping containers, counter and floor displays. 
An attractive series of Christmas and year round patterns 
are available. 


Ever Ready Label Corporation, New York City, have 
placed an ad in the city’s fall and winter classified tele- 
phone directory on the “business man’s version of the 
Bill of Rights.” Ever Ready is reproducing the cover 
in label form in red, white and blue, and have designed 
many other labels, window and windshield stickers of 
a patriotic nature. The firm will send an assortment of 
these to anyone writing them. 


Air-Conditioned 
Display Counters 


A new line of display cases consisting of three different 
types of cases for all purposes is announced by Carrier 
Corporation, Syracuse, New York. One is available in 
six, eight, ten and twelve foot models with additional 24” 
compressor housing, the top of which serves as a counter. 
The other two are available in six, eight and ten foot 
sizes. Top, front and base are of porcelain finish with 
the ends and back in black plastic. This display area 
above the platters is also porcelain while the lower com- 
partment is of rust-resisting heavy gauge steel. The new 
display cases are self-contained and the condensing unit 
operates at high speeds with practically no vibration. 


Sam E. Rich is now assistant sales manager of The 
Sweets Company of America, Inc., Hoboken, New Jersey, 
according to an announcement made by Aleck Abraham- 
son, vice president of the firm. Mr. Rich has been 
connected with the firm for several years and has been 
associated with the candy industry for more than 20 
years, 
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BOOKS YOU SHOULD KNOW ABOUT 
All About Candy! 


SWEET MANUFACTURE 
By N. F. Searborough, A.M.I., Mech, E._.....~~.~----~--~- $3.25 
A practical up-to-date book on sugar confectionery. CON- 
TENTS: Raw Materials; Sugar Boilings; Caramels, Toffees, 
Fudges and Nougats; Jellies and Gums; Chocolate, etc., etc. 


FRUIT PECTINS 
Their Chemical Behavior & Jellying Properties 
Pee ee $1.75 
This report is based on work carried out during a period of 
several years. It will be of real value to those who are 
working on the many problems associated with pectin. 


HANDBOOK OF FOOD MANUFACTURE 
By Ba FF. Dieme & &. Tee ccccceticecsennesecad $6.00 
A collection of practical tested formulae, descriptions and 
analysis of raw materials for the confection, ice cream, 
condiment, baking, beverage, essence, flour, preserving, 
salad dressing and allied industries. 


FOOD INDUSTRIES MANUAL 
Compiled by well known authorities _____..... ~~~ --~- $4.00 
A technical and commercial compendium on the manufacture, 
preserving, packing and storage of all food products. Con- 
tains a section on sugar, confectionery, candy, chocolate, 
jams, jellies. 


CAKE MAKING AND SMALL GOODS FRSSUCTION | 
By James Stewart & Edmund B. Bennison, M.Sc._.—~-~-~ 
This book contains chapters on Baking of ceeniaictate 
Goods, Preparation of Fondants, Confectionery Making Ma- 
chinery, Flours used in Confectionery, Moistening Agents, 
Eggs, Sugars, Chemical Aeration, Flavorings, Essences 
and Essential Oils, Spices, Colors and Coloring Matters, 
Nuts Used in Confectionery, etc. 


CHEMICAL FORMULARY 
H. Bennett, F.A.LC. 
Thousands of practical formulae. A condensed collection of 
new, valuable, timely modern formulae for making thous- 
ands of products in all fields of industry. Volume I $6.00, 
Volume II $6.00, Volume III $6.00, Volume IV $5.00. Each 
volume is different. There are many formulas on candies, 
flavors and allied products. 











Publish Manual 
Of Food Industries 


A technical and commercial compendium of the manu- 
facture, preserving, packing and storage of all food prod- 
ucts has just been issued by Food Manufacture, London, 
England. Covering all information concerning what has 
now become established and, in some cases, standardized, 
the volume attempts to arrange and classify this so that 
the desired information can be found immediately and 
all other relevant data easily traced. The chapters on 
Confectionery and Chocolate will be of particular interest 
to candy manufacturers. Much of the information comes 
from articles which appeared THE MANUFACTURING 
CONFECTIONER and from treatises written by authors and 
experts well-known to “M.C.” readers. The book may be 
ordered through our Book Sales Department. Price, $4.00. 


The 26th annual convention of the Western Confec- 
tionery Salesmen’s Assn. will be held in Chicago, Decem- 


ber 12-14. 


Coming Conventions 


August 21-24. Annual Convention, National Food Dis- 
tributors, Sherman Hotel, Chicago. 

August 27-30. Annual Convention, National Health 
Foods Association, Drake Hotel, Chicago. 

September 9-13. Exposition, Premium Advertising As- 
sociation of America, Hotel Astor, New York City. 

September 18-20. Annual Conference, National In- 
dustrial Advertisers Association, Hotel Statler, 
Detroit. 
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Accuracy-Reliability-Authority | 
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Ir IS important to keep abreast of events in your 
industry if you want to maintain a good competitive 
position. Your business publication, the one actually | 
covering the field of your interest, brings you essential | 
information at a minimum of time and expense to | 
yourself. 


In THE MANUFACTURING CONFECTIONER 
you have a publication which keeps you so 
informed — reliably, accurately, regularly. 
It deserves your support. 


It brings you a clear picture of developments in your 
industry but often, too, it brings previews of coming 
things which enable you to take profitable advant- 
age, or, to avoid costly expense. 


Candy men actually on the production line 
know that THE MANUFACTURING CON- 
FECTIONER is their most authoritative 
source on what's what and why in candy 
production and processing methods and 
procedure. They endorse it wholeheartedly. 


You, too, should join the ranks of the progressive 
manufacturers who read the Industry's only publica- 
tion dealing exclusively with the manufacturing 
branch of the Candy Business. 


SUBSCRIBE TODAY! USE COUPON BELOW! 


THE MANUFACTURING CONFECTIONER PUB. CO. 
400 W. Madison St., Chicago, Ill. 


Please enter my subscription as indicated— 
$3.00 0 


1 year, 2 years, $5.00 2 Canadian, $3.00 0 


Name 
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Monsanto Chemical Company 

National Aniline and Chemical Company 

National Industrial Advertisers Ass'n 

National Starch Products, Inc 

Package Machinery Company 

Penick and Ford Sales Company 

Pfizer and Company, Charles 

Riegel Paper Company 

Ross and Rowe 

Rothschild, James 

Savage Brothers Company 

Speas Manufacturing Company 

Staley Manufacturing Company, A. E 

Sturtevant, Incorporated, B. F. 

Sweetnam, Incorporated, George H. 

Taft Company, R. C. 

Thomas, H. Carlisle 

Union Standard Equipment Company 

Union Starch and Refining Company 

Vacuum Candy Machinery Company 

Voss Belting and Specialty Company 

Wecoline Products Comany 

White-Stokes Company 

ENE “Candy Packaging” 

Wilbur-Suchard Company 0 
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